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PROVED PRINCIPLES 


The circulating matrix has been serving the graphic 
arts since 1886. It was sound then, and it is sound 
today in the form of the Fotomat—a matrix bear- 
ing a photographic negative character patented by 
Intertype for photographic line composition. This 
principle is not available to anyone else. 





PROVED PERFORMANCE 


The Fotosetter has been proved by the only real 
test—years of successful operation in important 
plants from coast to coast, where the demand for 
top efficiency and top quality is a must. Among 
many users are leading lithographic firms, trade 
typesetting houses and daily newspapers. 


And remember ... when you sit down to a Fotosetter, you immediately begin setting type without first punching 


tape. One unit and one operation does it! 


If it isn’t made by Intertype, it isn’t a Fotosetter 


INTERTYPE CORPORATION 


360 Furman Street, Brooklyn 1, N. Y. 
Chicago, San Francisco, Los Angeles, New Orleans, Boston 
In Canada: Toronto Type Foundry Co. Ltd.—Toronto, Montreal, Winnipeg, Vancouver, Halifax 


Fotosetter and Fotomat are registered trademarks © Fotosetter Garamond Bold, Futura Bold and Futura Extrabold 
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Next Month in AR... 


Progress Report — 1955 
As a salute to Printing Week, AR presents a special article reviewing all of 
the major developments in the graphic arts during the past five years—a 
period of amazing progress. Leaders in all phases of the printing industry 
are being invited to participate in this comprehensive review. 










Miss Rheingold — America’s Second Largest Election 
Over 16,000,000 Americans cast their ballots annually for Miss Rheingold. 
Eastern editor Ted Sanchagrin takes AR readers behind the scenes with a 


special article presenting the details of one of the most successful annual 
advertising promotions. 
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WTOP Makes a Community Event of Its Broadcast House Dedication 
WTOP threw out the conventional ideas on how to stage a dedication for 
its new two-million dollar headquarters in Washington, D. C. Instead, it 
made it a community affair stretched through a five-week period. Wash- 
ington editor Stanley E. Cohen spells out the details in the January AR. 








Heyday for Sales Incentive Contests 
With 62% of the national advertisers conducting one or more prize contests 
during the past year, the sales incentive contest has become an important 
promotion tool. A special AR survey reveals the details of how advertisers 
and agencies are making use of this medium. 








@ How to Crop Pictures 


Vincent Tajiri gives some hints on how to crop advertising photographs for 
the best effect—with picture examples to illustrate his points. 


e@ Cutting Catalog Costs 


OTHER Sloss & Brittain, San Francisco wholesale distributor, found an unusual 
SPECIAL answer to its problem of revising catalog pages for price changes. 

e@ Kitchens in a Kit 
PEATURES 


American Kitchens developed a handy salesman’s kit to enable its sales- 
men to do an efficient visual kitchen planning job in prospects’ homes. 


e AR’s Fourth Semi-Annual Index 


To help readers get continuing use from their back issues, AR presents an 
index of all features in the July-December 1954 issues. 
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There’s a brand new STAR 


at SORG 


+ its the NEW” granite 
mimeograph 


... with NEW character in color! 


Always a distinguished sheet. the new GRANITE MIMEOGRAPH now 
offers an even more distinctive appearance in texture and color. Here is 
an outstanding mimeograph paper ... with greater opacity and bulk, 
and with more rapid ink absorption. GRANITE MIMEOGRAPH gives 
excellent results at high speeds because of its uniform quality, absence 
of lint, and its perfect affinity for ink. It is ideal for fast press runs and 
automatic feeding, and produces maximum impressions in minimum 
time. It’s economical, too, because it can be printed on both sides with- 
out show-through. 


FREE SWATCH FOLDERS of the new, improved Sorg’s 
GRANITE MIMEOGRAPH with the full line of color swatches, 
are available through Sorg Paper Distributors in all major 
cities or by writing direct today to Dept. AR-12 The Sorg Paper 
Company, Middletown, Ohio. 


Sorg’s GRANITE MIMEOGRAPH comes in five attractive, eye-pleasing 
shades: Blue, Canary, Green, Tan, and Flame. May be purchased in large 
or small quantities in either cut sizes or standard ream sizes. 


<r - Tested BY mM 
ore THE SORG PAPER COMPANY 
Manufacturers and Converters of Stock Line and Specialty Papers 
MIDDLETOWN, OHIO 


STOCK LINES 
WHITE SOREX @ CREAM SOREX @ SORG'S PLATE FINISH @ SORG'S LEATHER EMBOSSED 
EQUATOR INDEX BRISTOL @ GRANITE MIMEOGRAPH @ MIDDLETOWN POST CARD 
VALLEY CREAM POST CARD ®@ No. 1 JUTE DOCUMENT 
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Mew Catalog Cover Selector 
Helps You Select Right Bindings, Stampings and Styles 


As a promotion man, you know that putting a layout, 
swatch or sample in a client’s or prospect’s hands is 
a “‘must’’. It helps him visualize! That’s what National 
Blank Book Company has done for you with this com- 
plete Catalog Cover Selector. It shows a diverse line of 
binding materials, color stampings and index tabs — 
makes it easy for you and others to say, “This is the 
right catalog, sales portfolio or manual to represent our 
, organization.”’ See the new Catalog 
Cover Selector at your National dealer. 





Write for the name of your nearest 
National Dealer and a 4-colored folder 
showing illustration of cover designs 
and other pertinent information. 
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NATIONAL’S CATALOG COVER 
SELECTOR SHOWS YOU: 


e@ 25 rich binding materials identified by code 
number 


@ Illustrations of all stock mechanisms and styles 
of binders 


e 7 colored stampings on acetate sheets to place 
over bindings to check different effects 


@ 12 color panels to show different types of stamp- 
ings (straight, embossed, screened, etc.) 


e@ Indexes... printed insertable or printed-cellu- 
loid-leather and copper holed reinforced. 


ATIONAL 


NATIONAL BLANK BOOK 


COMPANY 


Holyoke, Mass. ¢ Dealers Everywhere 





JUST BETWEEN US 








Economics of the Advertising Dollar... 


Not long ago an executive of an important advertising supplier 
said he thought Advertising Requirements is laying too much stress on how 
advertisers can save money. He said he thought the purpose of the mag- 
azine should be to show buyers how to spend money. 


Maybe this remark was intended facetiously; I hope so. At all 
events, it suggests that not everybody in advertising understands the 
economics of the business, its relation to other business activities, and 
the reasons why the future of advertising depends upon all concerned 


accepting the responsibility of getting a dollar's worth of value for 
every dollar expended. 


We do aim at helping advertisers to save money, if this means 
getting more value from every expenditure, eliminating waste, employing 
greater efficiency in production and use of advertising materials and 


services, and in general trying to squeeze all possible sales results out 
of advertising investments. 





Frankly, we think that there has been too 
way advertising dollars are tossed around by many 
who seem to feel that since advertising is not an exact science, adver- 
tisers aren't interested in doing a business-like job of managing their 
funds and getting full value from their appropriations. 


much carelessness in the 
people in this business, 


Those who have this blithe and care-free attitude toward adver- 
tising dollars may be in for a rude awakening. Competition is here, and 
competitive selling demands tighter controls on all expenditures. Sup- 
| pliers who work with their customers among advertisers and agencies to 
make every advertising dollar work harder are those who will thrive even 
| when the going may be tough for sellers interested only in increasing 


| their share of the advertising dollar. 
AA ft 
—ooooooeeGQGQqq 


G. D. Crain, Jr. 
Publisher 
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Vacwuwumn /ommeal 


Vacuum Formed Packaging with 
Celanese* Acetate Sheeting gives you 
a selling package—economically ! 








Camera lens filter container for Ednalite, by Plastic Artisans, White Plains, N. Y. 


Experimental Pack by Skinpak Process of Auto-Vac Company, Fairfield, Conn. 


JP 4 
p Ly Sy KR Le 


“Contour-Pak” for E. R. Squibb & Sons, by Hernard Mfg. Co., Inc., Yonkers, N. Y. 


Here is one of the most aggressive packaging meth- 
ods ever developed. It is so versatile that it can’t fail 
to stimulate ideas. It is so functional that it will give 
you a new conception of how useful a package can be 
—in fitting and displaying contents. . . in secondary 
use possibilities ...in protection of multiple parts. 


Vacuum forming is adaptable to short or long runs. 
Molds are simple and economical to produce. The 
Celanese Product Development staff can tell you what 
you want to know about probable costs, and put you 


in touch with fabricators who specialize in this fast 
growing packaging method. 

Celanese Corporation of America, Plastics Division, 
Dept.158-L; 290 Ferry Street, Newark 5, N. J. Canadian 
affiliate, Canadian Chemical Company, Limited. 
Montreal and Toronto. 


+ 


*Reg. U.S. Pat. Off. 


PLASTICS 
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BA on the accomplishments a 

PM is asked to perform in the 
average routine of a day’s work, the 
name of “Superman” can certainly be 


applied. 


When he has rotogravure publica- 
tions on his ad schedules, International 
Color Gravure is an invaluable aid in 
helping the Production Man into Su- 
perman’s robes. International is a gra- 
vure service house that specializes in 
preparing rotogravure color positives 
for advertising agencies. Every step in 
the preparation of positives at Interna- 
tional is in the hands of skilled gravure 
technicians. From the camera to fin- 
ished printing material delivered to 
the publication printer, International 
Color Gravure serves the advertising 
agency. 


If you have one rotogravure adver- 
tisement, or twenty, call in our repre- 
sentative and achieve that “Superman” 
appearance—painlessly. 






nlermalional 


39 West 60th St., New York 23, N.Y. 


Telephone Circle 5-8750 





Sales Office: LOS ANGELES—122 Glendale Boulevard, Phone: MAdison 6-4601 


SUPERTONE, INC. 


480 Lexington Ave., New York]7, N.Y. Telephone Plaza 3-9468 
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This month we add a new feature 
which we feel typifies AR. On pages 
21 and 23 you'll find our new “Idea 


Album.” This will be a _ regular 
monthly feature, with items which 
we feel our readers might like to put 
on file for that future moment when 
they might come in handy. 

Each of the items is in a format that 
can be easily clipped and pasted on 
a 3x5” file card—with the filing key in 
the upper righthand corner. We’ve 
purposely kept these items smaller 
than 3x5” so that there will be room 
for the reader to add a few notes of 
his own if desired. 

We don’t expect every reader to 
want to file every idea in the “Al- 
bum.” Many of them, we know, will 
be “old hat” to some. But we will 
try to present something every 
month of value to most everyone. 
To do this, however, we'll need your 
suggestions and comments. In the 
past our readers have done a pretty 
good job of letting us know how we 
can do a better job of serving them 

. and we’re counting on you to 
aid us in this new project. 

“Idea Album” is not designed to 
present only new ideas. In fact, we’ve 
been busy going through our files to 
cull out ideas that have served ad- 
men in the past but may have been 
forgotten over the years. In adver- 
tising, anything new usually has its 
foundation on something out of the 
past ... and in “Idea Album” we 
hope to be able to provide many 
foundation stones. 

This new feature also gives us a 
new dimension by which to report 
such things as the winning entries 
in the Direct Mail Advertising 
Assn.’s “Best of Industry” contest. 
We hope that you will approve of 


THE EDITOR'S 


our experiment in this direction. If 
we've “missed the boat,” please let 
us know. 


> Speaking of direct mail, we got in 
on a very interesting discussion dur- 
ing the DMAA convention in Boston. 
“Why,” asked a conventioneer dur- 
ing one of the numerous “after 
hours” sessions, “do we who are al- 
ready sold on direct mail have to 
spend so much time listening to oth- 
ers tell us how wonderful the me- 
dium is?” 

Such comments, of course, are not 
uncommon at advertising conven- 
tions. But this time the question hit 
home with one of the speakers. Next 
morning, Joan M. Koob, president 
of Steiner & Koob Inc., New York 
direct mail and sales promotion con- 
sultants, tossed this one at her audi- 
ence at a panel on basic essentials of 
direct mail: 

“Why do they call direct mail ‘junk 
mail?’ 

“The answer: Because a vast por- 
tion of it is junk! 

“It’s junk because so much of it 
is unopened—so much of it is unread. 
Think for a moment how much of the 
mail you receive goes into the waste- 
basket unopened and unread!” 

Miss Koob had some suggestions 
on how to remedy the situation. 
“Develop the right appeal,” she said 
and offered these steps as a guide: 


1. Acquaint yourself with the facts 
find out everything you can 
about the product or service. 


2. Persuade yourself ... sell your- 
self on the product or service. 


3. Picture the market ... learn ev- 
erything you can about their wants, 
whims and wishes. 


Display typefaces in this issue . . . Page 29—hand-lettering G Lydian Bold Italic; 32—-ADletter #105, 
20th Century Ultrabold & Spartan Heavy Italic; 37—Lydian Bold Condensed G Bold Italic; 42—hand- 
lettering, Lydian Bold Condensed & Bold; 47—20th Century Ultrabold, Holla G Spartan Black Italic; 
53—tLegend G&G Cairo Bold; 57—Dom Casual; 63—Alternate Gothic & Spartan Heavy Italic; 69— 
Lydian Bold Condensed & Bold; 75—Flash & Spartan Black Italic; 77—Studio Bold, Studio G Spartan 
Black Italic; 79—Rondo Bold & Spartan Black Italic; 82—Studio Bold; 83—-Studio; 85—-Venus Extra- 
bold Extended & Spartan Black Italic; 91—Ultra Bodoni G Modern Italic; 95—-Bernhard Modern Bold, 
Bold Italic G Spartan Black; 97—2O0th Century Ultrabold, Studio G Spartan Black Italic. 








FAMOUS PRODUCTS 
USE 
PERMA DISPLAYS 


Infants’ and Children’s Underweat 
ih indtividedltly packaged ter your protection 


Qn he 
x 





Concentrated Chemicals 


PERMA 


WIRE DISPLAYS 


Turn “EYERS” into BUYERS 


PERMA WIRE MFG. CO. 
72-76 Greene Street 
New York 12, N. Y. 

Walker 5-6937 


(Send for illustrated catalog 
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Want to 
save time... 
cut costs on 
booklet & 
catalog 

mailings? 


MAKE THE 
JOB A 
Re ae 





If you eliminate the cost of 
envelopes, your dollar and 
cents savings on a booklet or 
catalog mailing can quickly 
be determined. If, in addi- 
tion, you eliminate as much 
as 80% of the time and 
labor required to insert your 
material in an envelope and seal or tuck the 
flap, your savings become even greater. 


How can you eliminate the envelope if 
you have an order blank or other inserts 
to be held in place? Simply through the 
use of a seal, automatically applied at the 
rate of 10,000 to 15,000 per hour. 


The cost? A fraction of a cent apiece, in- 
cluding the cost of the seals as well as their 
application. 


If your next mailing is a booklet or a cata- 
log up to 91/, x 13 and not more than Yg” 
thick (about 96 pages) or if it can be 
folded to that size for mailing, 
send it out as a sealed self- 
mailer. It pays to save that way! 









For further information and 
free illustrated booklet which 
shows how sealed self-mailers 
can help you, write today! 


a RULE 


A 
*" aa 


a he fully automatic sealing machine 
B 


50-A East Wesley Street 
South Hackensack, N. J. 






Exclusive users in 
the New York area: 


Automatic Sealing Service 
115 Christopher St., N.Y.C. 
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Joan M. Koob 


a remedy for junk mail. 


4. Evaluate the benefits of your 
product. 

5. Appeal mentally to someone you 
know who could use the product or 
service ... give him a real “pitch” as 
to why he would want, use and need 
what you are selling. Try to deter- 
mine his objections and how you 
would overcome them in advance. 
This is important—it brings the whole 
thing down to people instead of a 
mailing list or market. 

6. Link the benefits of the product 
to the needs of the prospect. 

By chance—and a little poetic li- 
cense—the steps spell out the word 
APPEAL ... and make a pretty good 
guide to have in mind to keep your 
next mailing out of the “junk” cate- 
gory. 


> We often marvel at the lack of 
ingenuity of many insurance com- 
panies. It’s well over ten years ago— 
and the only time—that we answered 
one of those very common letters 
which start: 

Your name will be embossed in 
gold on an attractive and handy 
memorandum book of genuine leath- 
er. We shall be happy to present it to 
you with our compliments upon re- 
turn of the enclosed card properly 
filled out. 

Just this past month we received 
similar letters—all offering a gold- 
embossed leather memorandum book 
—from four different insurance com- 
panies. If our hobby had been col- 
lecting leather memorandum books, 
we could have accumulated a prize 
collection in the past decade. 

If there ever was a market wide 
open to an enterprising advertising 
specialty salesman, this must be it. 


>We want to call your attention to 
another new feature starting in this 
issue of AR—“Promotion Almanac” 
on page 25. Associate Editor Bert 


Enos has been spending lots of time 
developing what we hope to be the 
most complete and practical listing of 
promotional events suitable for ad- 
vertising and publicity tie-ins. This is 
another opportunity for AR readers 
to “get in on the act.” Your sugges- 
tions will be most welcome . . . and 
necessary if we are to do the best 
possible job. 


>... and speaking of almanacs, we 
received an advance copy of the 1955 
“Old Farmer’s Almanac” the other 
day. Publisher Bob Sagendorph in- 
cluded one of the most unusual—and 
interesting—“press releases.” It was 
a 25x19” offset job including plenty 
of sidelights on the 163rd annual 
continuous edition, including repro- 
duction of pages from editions dating 
back to 1800, press clippings and ra- 
dio scripts concerning the “Farmer's 
Bible” and other items of interest. 

Bob Sagendorph’s release violates 
many of the “Do’s & Don’ts for Bet- 
ter Press Releases” (Sept. AR)... 
but is, perhaps, the exception that 
proves the rule. Frankly, we liked 
it and our guess is that most other 
editors felt the same way. But, after 
all, how many products fit in the 
same category as the Almanac? 

One particular paragraph caught 
our eye: “You'll have to borrow 
Grandma’s reading glass to have a 
go at all the stuff that’s on The Offi- 
cial OFA Thermometer—page 9. It is 
there in the place of a radiator com- 
pany’s ad which has run in that spot 
for years. We hope that the agency 
what done us out of it has a merry 
time down below the below zero line 
this winter... .” 

If you’re looking for an off-beat 
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The St.Regis Story | 


told in two words..... 








(... THE TWO WORDS...) 


...wider 
range!" 





For just about 
any printing job you 
can name, 


YOU CAN FIND 
THE RIGHT GRADE LISTED 
IN THE ADJOINING COLUMN. 


Here, under one brand, is the widest range 
of printing papers you are likely ever to need! 


When you have a particular job in mind, 
chances are St. Regis can supply the 
right grade for it. 


Today it may be a deluxe brochure, 
tomorrow a simple envelope stuffer, and 
next week an inexpensive catalog... 
all grades can come from a St. Regis mill. 


And all grades are available through one 
source of supply. For St. Regis makes all its 
grades quickly available to printers and 
lithographers through leading Paper 
Merchants. Quality of product is assured 
by established grades, dependable service, 
reputable company. 


A series of exbibition pieces has been prepared 
lemonstrating the fine results obtainable with St. Regis 
fine papers for fine printing.” Write for these 

St. Regis Paper Demonstrators or ask 

your Printer for them. 


St. Regis 
Sales Corporation 


Sales Subsidiary of the St. Regis Paper Company 
230 Park Avenue, New York 17, N. Y. 


w= 


ENAMEL PRINTING PAPERS 
CELLUFOLD 


Enamel C2S 
Enamel C1S 
CELLUGLOSS 
Enamel C2S 
Enamel Cover C2S 
Litho C1S 
Printing Enamel C2S 
Dull Finish Enamel C2S 
iid ot eee 
Enamel C2S 
Enamel Cover C2S 
Offset Enamel C2S 
Litho C1S 
OPN es 
Enamel C2S 
Enamel Cover C2S 
Offset Enamel C2S 
Litho C1S 


COATED PRINTING PAPERS 
SUNBEAM COATED 
SUNRAY COATED 
MERRITT COATED 


UNCOATED BOOK PAPERS 

DE SOTO 

Trae ere 

Eggshell 

ithe 
CELLUSET OFFSET 
ROCKET OFFSET 
CELLUPAQUE BIBLE E.F. 
IMPERIAL BIBLE E.F. 


BRITISH OPAQUE E.F. 


UNCOATED PRINTING PAPERS 


SUNBEAM PRINTING 
English Finish 
Eggshell 
Super 

SUNBEAM OFFSET 

STANDARD PRINTING 
English Finish 
Eggshell 


FOR FINE LETTERPRESS 
PRINTING AND 
OFFSET LITHOGRAPHY 
ON JOBS SUCH AS 
Book jackets 

Book covers 
Wall bangers 


Catalog covers 


Catalog indexes 


Industrial catalogs 


Box covers and 


liners 
Menus 
Labels 
Envelopes 
Greeting cards 
Brochures 


Adverti sing 


specialties 
Charts, slide rules 
Broadsides 
Folders 
Inserts 
Booklets 
Bulletins 
Box wraps 
Annual reports 
School annuals 
House organs 
Publications 


Bibles, directories 


books 
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premium idea, the Almanac might 
be a good bet. Retail price is only 
25¢. You can get all of the dope from 
Mr. Sagendorph up in Dublin, N. H. 


> Chicago’s Society of Typographic 
Arts got its fall meeting schedule off 
to an interesting start with an agen- 
cy-designer panel discussing the role 
of designers in servicing agencies. 
Some of the comments of the panel 
members are worthy of special note: 
e John Breunig, president, Art Di- 
rectors Club of Chicago ... “The 
agency team approach, used by many 
agencies, eliminates the outside de- 
signer from space advertising.” 
e Robert Nichol, Chicago designer 
. . “Agencies are wrong in think- 
ing ‘space’ is exclusively theirs . 
as long as there is room for improve- 
ment in advertising, there is a need 
for the services of the outside de- 
signer.” 
e E. Willis Jones, designer-art di- 
rector . . . “Most outside designers 
can’t afford to handle many jobs in- 
volving the usual agency approvals 
and disapprovals.” 
e Fred Boulton, J. Walter Thomp- 
son Co. art director . . . “We try to 
avoid package design projects since 
clients have ‘the whole world’ to 
draw upon for specialized treatment.” 
e DeForest Sackett, designer . 
“The designer can bring talent and 
services to the small agency which 
are a part of a bigger agency.” 
e Everett McNear, designer si 
“The agency should have all basic 
approach decisions made before an 
outside designer is called in.” 
While, as can be seen from these 
comments selected at random, the 
panel covered a wide field, one point 
seemed to be the underlying thought 
throughout the discussion — outside 
designers can provide one thing that 
very few agencies can ever afford in- 
ternally—specialized experience in a 
multitude of production jobs. 44 


TYPOGRAPHERS LOVE... 


“Here's the copy. I didn’t look it over 
too closely, but I'm sure it'll fit.” 
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NISH THE: 


That Draws the Eye of the 
Consumer Who is Ready to Buy! 


SEND FOR THIS FREE BOOK 
It's crammed with BIG ideas that will 
add dramatic impact to your sales 
promotional efforts. 


HOLLYWOOD BANNERS are available in 
styles, shapes, sizes and quantities to fit 
every need. 
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SPECIALLY DESIGNED DOUBLE - COATED 
PRESSURE SENSITIVE ADHESIVE STRIP — 


Exceedingly strong adhesive tack over- 


/ 3 

ease small additional 
cost, TWIN-STICK 301 
on the back of easel dis- 
plays allows the display 
to be mounted on any 
vertical surface when 
counter space is not 
available. 


comes board warpage. 


Durabl 
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@ WRITE FOR LITERATURE 
AND SAMPLES TODAY 


RUBBER PRODUCTS CO. 
549 WEST FULTON STREET 
CHICAGO 6, ILLINOIS 


ADHERES 
TO ANY 
SURFACE 


December 1954 ¢ ar * ll 





why you get a full measure 


of quality in KE newspaper mats 







From far-off Switzerland comes the flong for Rapid 
newspaper mats. Made exclusively to Rapid’s specifica- 
tions with the precision for which the Swiss are famed, 
our imported flong is the finest obtainable anywhere. 
Quality control at every step assures the exact thick- 
ness, tensile strength and impression plasticity that 
enable Rapid to deliver a full measure of quality repro- 
duction in each of four types of mats: 


1) Rapid Plastic Magazine Mat with exclusive plastic 
coating for finest halftone and color reproduction. 


2) Rapid DeLuxe R.O.P. Color Mat for finest newspaper 
color reproduction. 


3) Rapid Super Mat for general newspaper advertising. 


4) Rapid Ad Mat of Super Mat quality but of lighter 
weight flong. 


All four are molded and baked under direct pressure to 
retain their size with no loss due to shrinkage. 


Whenever you use mats for the reproduction of news- 
paper advertisements, specify Rapid. That’s the way to 
protect your investment in original art, photo-engrav- 
ings and advertising space. 


Write the nearest Rapid office for samples of Rapid mats 
THE RAPID ELECTROTYPE COMPANY 


Koypid for quality reproduction 


NEW YORK CINCINNATI DETROIT PHILADELPHIA SAN FRANCISCO 

Atlantic Electro. & Stereo. Co. E Co. Northern Co. 
Ss “Sr “aa” eens “Sone 
CHICAGO: Sales Office, DEarborn 2-2016 © HARTFORD: New England Sales Office, ADams 3-3409 





Swiss flong quality is controlled by 
9 separate tests during processing. 
Here wet sheets are weighed. 





Tensile strength tests assure the 
rigidity and durability of the finished 
mat in the newspaper plant. 








AD-ELECTROS . o PLASTIC PLATES . Or eee ATLANTICTYPES 


JOB ELECTROS 
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READERS WRITE 


AR’s Cover 


e AR has done it again! The maga- 
zine which, from its first issue, has 
contained the most helpful material 
of any advertising journal in the 
field, now comes out with what, in 
my estimation, is the most attractive 
cover design of all the business pa- 
pers which cross my desk. 
Congratulations to Tom Raki and 

Ed Wagner—they’ve given AR a 
cover design worthy of AR’s con- 
tents—and that’s high praise! 

STANLEY W. HEATH 

Advertising Manager, The West- 

minster Press, Philadelphia 


Dad’s Signs 


e ... Thanks for the very excellent 
article that Peg Miller wrote on the 
Dad’s Signs Up campaign (Oct. AR). 
It was wonderfully done and I have 
heard many favorable comments 
from people in all types of industry. 

WALTER E. SALA 

National Advertising Marmager, 

Dad’s Root Beer Co., Chicago 


Christmas Cards 


e Another top issue—November—full 
of data and very worth while infor- 
mation. When I got the article, ““Time 
to Produce That Business Christmas 


Card,” I thought I should pass this 
idea on to you. It is in behalf of a 
very worthy cause—The Tuberculo- 
sis and Health Assn. 

For the last 10 years I have been 
preparing my Christmas cards 
through the use of Christmas TB 
Seals. One year, 1952, I had RCA 
buy 30,000 seals and prepared cards 
for our broadcast salesmen to send 
to their customers. 

Attached are samples of my cards 
(see cut). 

E. T. JONES 

Sales Promotion, Engineering 
Products Division, Radio Corp. 
of America, Camden, N. J. 


Readers Service 


e ... Your publication fills a real 
need in the advertising field and 
seems to be getting better with every 
issue, if that is possible. 

Please pass on to your Readers’ 
Service department my congratula- 
tions for a job well done. I am re- 
ceiving all sorts of valuable infor- 
mation through the mail . . . thanks 
to their little card system. 

JOHN WADDINGHAM 
Promotion Art Director, The 
Oregon Journal, Portland 


e Last year in Philadelphia, at an 








Stickin Around 
with KLEEN-STIK 


"DS. Ueto see” 

Here’s a society every sales-minded 
advertising man will want to join— 
the ‘Society for Terrific Ideas with 
Kleen-Stik’’. All you need is a clever 
sales idea . . . and KLEEN-STIK 
does the rest! This miracle adhesive 
puts selling magic into window 
streamers, shelf strips, die-cut 
signs, bumper strips, and all other 
popular forms of P.O.P.—like these: 


“KOOL” Kombination ! 

To help announce their new King- 
Size KOOL cigarettes, BROWN & 
WILLIAMSON of Louisville, Ky., 
show Willie the Penguin with his 
“‘outsize’’ relative. B&W’s WM. 
CUTCHINS had these pieces pro- 
duced on KLEEN-STIK to give 
them king-size attention value. They 
go up quick and easy .. . stick tight 
and sell! ‘Kool’ printing job by 
STROWBRIDGE LITHO, Cin- 
cinnati. 


Seein’ Stars? 


Probably a result of the wide-spread 
use of this colorful die-cut sign by 
MOGEN DAVID WINE CORP., 
Chicago. The big 6-pointed star not 
only identifies the vintner’s trade- 
mark, but also carries a mouth- 
watering recipe for a refreshin’ 
“Longfellow” drink. Moistureless 
KLEEN-STIK backing makes it 
easy for salesmen and dealers to 
peel-’n-press them into place. Ad 
Mer. B. WIERNIK directed the 
creation of this “‘star salesman’”’, 
while HERB SCHNEIDERMAN ar- 
ranged the slick production by 


I. S. BERLIN PRESS. 


Introducing a new product ... build- 
ing brand identity . . . or putting 
across any other sales campaign 
—you can trust KLEEN-STIK to 
get your messages up, and get ’em 
up to stay!’ KLEEN-STIK is as 
close to you as your regular printer, 
lithographer, or silk screener —on a 
wide variety of extremely printable 
paper stocks. Ask him for samples 
—and ask us to send you our free 
“Tdea-of-the-Month”’ — write today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Il! 
Pioneers in pressure sensitives for Advertising and Labeling 
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display type 


Ad men find Filmotype a 
particularly happy me- 
dium. It’s so successfully 
money-saving and making! 
Filmotype produces both 
quality hand lettering and 
type . . pleases clients 
. . . attracts other adver- 
tisers. If you are in the 
“$45 a month category’’, 
Filmotype’s ‘‘Pay-as-you- 
profit’”’ plan actually means 
what we say — no invest- 
ment! 

First — consider what 
these Filmotype features 
can do for you: 

After \% hour practice, 
anyone can produce sharp, 
black hand lettering and 
type perfect for paste-up— 
in minutes. 

Over 800 up to the min- 
ute styles and sizes from 
12 pt. to 144 pt. 

It’s ‘“‘desk-top”’ size... 
easily fits into any agency 
or studio. 

Second — Remember — 
“no investment”’ value! 
Third — Write for your 


FREE demonstration and 
full details — today! 


rT) ae aie) 


FILMOTYPE 


60 W. Superior St., Chicago 10, Ill. 
4 W. 40th St., New York 18, N.Y. 
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Eastern Industrial Advertising Assn. 
meeting, Editor Dick Hodgson 
summed up 3-D with one word, 
“Ugh!” 

Recently, when filling out your 
Reader’s Service card, this word 
struck me as being very applicable. 
Seriously, the space allowed for 
name, firm and address is small. 

W. A. LANG 

Product Editor, Industrial 
Division, Minneapolis-Honey- 
well Regulator Co., Philadelphia 


It’s the old story of trying to get a 
quart of milk into a pint bottle. 
About the only alternative we know 
of would be to include fewer items 
in our Reader’s Service listings . 
and we think most readers would 
prefer having to squeeze in their 
name and address in “fine print”... 


Ed. 


AR Goofed 


e ... We sincerely appreciate the 
publicity given our pocket levels 
which is No. 108 in your Christmas 
gift suggestion column (Nov. AR, 
page 64). However, our proper firm 
name is the John L. Chaney Instru- 
ment Co. and we are located in Lake 
Geneva, Wis. AR listed our name as 
the Cheney Co., Lake Geneva, III. 

Rocer B. MEYERS 

John L. Chaney Instrument Co., 

Lake Geneva, Wis. 


Exakta Cameras 


e The otherwise good article, “Ex- 
akta Promotes Itself Into a ‘Name’ 
Camera” (Oct. AR), was spoiled by 
the gross exaggeration of the line— 
“from being an unknown camera in 
the field.” 

I, and thousands more like me, 
bought, used for a living and traded 
Exaktas more than 20 years ago. 

Dick Berkowitz is doing a good 
job for the Wirgin brothers by adapt- 
ing all the time-tested and success- 
ful angles that put the Leica camera 
on the map, and using them for the 
Exakta. 

Tom ELWELL 
Amityville, N. Y. 


Heidelberg Presses 


e In the August AR in an article 
titled, “Twenty-two Portable Press 
Rooms Sell Heidelberg Presses,” you 
mentioned that the Heidelberg ad- 
vertising agency is Palm & Patterson 
Inc. (Cleveland). That organization 
handles the publicity and advertising 
for Twin Coach Co., which produced 
the traveling press rooms, whereas 
we are the advertising agency for 
Heidelberg in the U. S. 

WALTER TILDs 

Tilds & Cantz, Los Angeles 





rormarion 
WANTE 





The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. . . . Ed. 


Appealing Banners 


e During the past year, AR carried 
a story on a company turning out 
banners at a price that was quite 
appealing. We wrote to them at the 
time and got the information we 
wanted, but since have mislaid the 
address and firm name. Probably you 
can help us out by giving us the in- 
formation we'd like to get. Perhaps 
in your lists you know of another 
banner firm that might fit in with 
the picture we have in mind. 

M. H. HAMMER 

President, The Hammer Co., 

Hartford, Conn. 


Case Histories 


e I am an advertising and market- 
ing student at the City College of 
New York and would like to know 
if there is any way in which I can 
obtain case histories and actual sam- 
ples of fairly current sales promo- 
tions. Specifically, I am interested in 
obtaining samples of salesmen’s kits, 
dealer aids, etc., for presentation to 
a sales promotion class. 

I feel that presenting the promo- 
tions of various companies, together 
with illustrations and actual sam- 
ples, would be of immense interest 
and a really practical help towards 
better understanding of sales promo- 
tion problems. 

Do.LorEes VAETH 
Irvington, N. J. 


Code of Ethics 


e ... We have been looking for some 
sort of printed code of ethics for ad- 
vertising agencies. Perhaps your 
Readers Write section might be able 
to locate such a code for us. 

Jack & AL 

Co-owners, Chapman & Smith, 

Ashland, O. 





What makes a carton better? 


One of the features 
of Gair's Coordinated 
Packaging Service 


In the multi-colored world of a modern 
store, where your product has to fight for 
attention, Gair-designed cartons spark the 
shopper’s urge to look, to buy. 


Here’s why: More than good art goes into 
a Gair design . . . more than a keen sense 
of merchandising. Even the details of carton 
construction, the requirements of printing 
on paperboard and the effects of certain 
inks are considered by the Gair art staff. 
This talent, developed and passed on over 
the years since Gair produced the first 


mechanically-made folding carton, is part 
of the service Gair offers you. 


Add graphic design to the other features 
—faithful reproduction of the artwork, struc- 
tural design, carton production from a 
variety of materials, expert help on me- 
chanical packaging—and you have the story 
on Gair’s Coordinated Packaging Service. 


This service can solve your packaging prob- 
lem, too; we'll be pleased to tell you how. 
Write for a copy of Cartons by Gair. Please 
address request to Dept.79. 


FOLDING CARTONS 
SHIPPING CONTAINERS 
SS LEA OOS rss: 
ROBERT GAIR COMPANY, INC. © 155 EAST 44th STREET © NEW YORK 17 
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Service Mounting & Finishing Co., 
A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 
CAlumet 5-3224 
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YOU SEE WHAT'S HAPPENING! 


% BOARDMASTER Visual Control Saves You 
Time, Money. 


*% Gives Graphic Picture of Your Operations 
at a Glance. 

* Simple to Operate, Type or write on Cards, 
Snap in Grooves. 

*% Ideal for Production, Traffic, Sales, Inventory, 
Scheduling, Etc. 

* 


Made of Metal. Compact and Attractive. 
Over 50,000 in Use. 


$49.50 with cards 


24-page illustrated 
BOOKLET No. R-300 
Without Obligation 


Full price 


(Free 


Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 
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Open House Parties 


e We are interested in locating re- 
prints of any stories that may have 
appeared in AR that have to do with 
open house parties for industrial 
firms. 

Ivy Ostrow 

Promotion Director, “The Orchid 

King,” Los Angeles 


Photo Montage 


® One of our clients is interested in 
having three 40x72” photo montage 
panels, each panel with a montage 
made from 12 to 18 photos. If the 
names of photo studios fully quali- 
fied to do this type of work are avail- 
able in your files, we will appreciate 
receiving them. 

G. WarrEN HIirRsHSON 

Rossi & Hirshson, New Bedford, 

Mass. 


Mechanical Reproduction 


e ... We understand that a recent 
issue of AR referred to services in 
the nature of artwork, such as line 
drawings, for cuts for printing illus- 
trations like the enclosure (see cut). 
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I believe a mechanical device was 
employed. 

We would like to obtain the name 
and address of the firm which was 
referred to in your columns, or to 
any other firm which your files indi- 
cate as capable of doing this work. 

E. RoBertT GRAUERT 
Advertising Dept., Pa. Pump & 
Compressor Co., Easton, Pa. 


Information Wanted 


e ...Wouldn’t it be better to have 
inquirers send a stamped and ad- 
dressed envelope for a confidential 
reply in cases where you have the 
information requested? Our thought 
is that when you publish a reader’s 
request you tip-off his competitors. 
C. A. PoTTer 
Ashton-Potter Ltd., Toronto 

The letters published in the “In- 
formation Wanted” section of this 
“Readers Write” department repre- 
sent only a small portion of the 
many inquiries we receive each 
month. In many cases, our readers 
do request that we refrain from pub- 
lishing their letters ... and we al- 
ways honor all such requests. How- 
ever, in many cases we feel that 
other readers can help furnish the 
information desired. Past experi- 
ence has proved that this additional 
service quite frequently provides the 
reader with information we didn’t 
have available in our files . . . Ed. 





are you 
drawing “bored?” 


...switch to Craftint 
art materials...for 
easier, faster, 

better art! 


For unbelievable savings 

in time and money, try these 

exclusive Craftint shading 

mediums as short cuts 

to better art... Singletone and 

Doubletone, the drawing boards with the invisible 
built-in shading screens . . . Craf-Tone, the 
adhesive-backed all-embracing shading medium 
... Craf-Type, the jiffy adhesive-backed 
alphabets . . . Craft-Color; the adhesive-backed 
quick color system available in 19 beautiful shades. 


You'll also find these other Craftint products the best start toward good art: 
Art Papers and Pads - “66” Drawing Inks +» Show Card Colors + Artists’ Brushes 
“Kleen-Stik” Rubber Cement + Acetate Sheets and Rolls + “Spray-Art” Fixative 


Craftfnt 


THE CRAFTINT MANUFACTURING CO. + 1615 COLLAMER AVE.+ CLEVELAND 10, UHIO 
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Are you confused 
by endless details 
in production? Then 
let Pontiac set you 
right. Seven unified 
services, photography, 
art, color process, photo- 
engraving, lithoplate service, 
electrotyping and ad setting— 
choose them all or one. We can 
help you no matter which way 
you're going. Actually we’ve been 
doing it for busy production men 
for 40 years! Call or write us now! 












7 UNIFIED SERVICES 


ART @ PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 

COLOR PROCESS 

LITHO PLATE SERVICE 


PONTIAC 
Cagraving and Clectrotype CG 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA 1-1000 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Concrete Mixer Helps 
Pick Contest Winner 


Our problem was unique—how to 
pick a winner from 300,000 registra- 
tion slips. One of my advertising 
clients, a grocery chain, had held a 
promotion in which customers regis- 
tered for a prize award of a new 
automobile. Each time a customer 
visited any of the stores he could 
register for the award—no purchase 
was required. The registration slips 
were deposited in large containers in 
each of the three stores. 

When the time came for the draw- 
ing, we found that we couldn’t find 
a mixing drum large enough to hold 
the more than 300,000 slips. To build 
a mixer large enough would have 
required an expenditure that was 
not justified. Furthermore, time was 
against us. 

We solved the problem quickly. A 
local transit concrete contractor 
rented the company one of his tran- 
sit concrete mixer trucks for a small 
fee. The slips were dumped in the 
mixer, churned thoroughly, and sev- 
eral hundred slips were siphoned off 
into a small carton and taken into 
the store for the final drawing! 

Howarp W. MEAGLE 
Promotion Director, Radio Sta- 
tion WWVA, Wheeling, W. Va. 


Develops Way to Combine 


Two Costs on One Sheet 


We had the job of creating short 
run offset sheets announcing new 
radio displays to both our parts job- 
bers on direct charges for the mer- 
chandise and to home radio distribu- 
tors under a co-op fund. 

This presented the problem of 
either combining the two costs on the 
same sheet or using a covering letter 
—methods which create confusion 
and cause double work. 

We solved the problem by running 


our combined description and illus- 
tration sheet with a jobber reverse 
panel that contains the jobber price 
at the top and with a home radio 
panel with the co-op price at the 
bottom. The bottom panel is trimmed 
for mailing to our jobbers, and the 
top panel is removed (leaving the 
bottom prices) for mailings to our 
home radio distributors. 

In this manner we have eliminated 
the need of either running two sep- 
arate sheets or using a covering 
letter. 

A. RAYMOND BERMOND 
Advertising Manager, Radio Di- 
vision, Hallicrafters Co., Chicago 


Surgeon's Scalpel Makes 
Perfect Artist’s Knife 


After searching for years, I be- 
lieve I have found the perfect artist’s 
knife for frisketting and the many 
small jobs that require a keen, easily 
manipulated blade with precision 
qualities. 

I found what I needed in today’s 
fine line of surgeons’ scalpels. Almost 
every city has a firm selling hospital 
supplies, which carries Bard-Parker 
(B-P) scalpels. The artist may select 
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a monel metal handle he likes, slen- 
der as a brush or hand-filling, and a 
package of six replaceable, snap-in 
blades that are harder and keener 
than anything else I have ever seen. 
A number of shapes offers a wide 
choice and the blades sell for 75¢ a 
package. The handle is only a dollar 
or a little more. 

I believe any artist would be de- 
lighted with these knives that handle 
like precision instruments. 

Wittiam MULLINS 
Richmond Newspapers Inc., 
Richmond, Va. 























Hiylel for the vould to sales 


» MILPRINT (ograpied 
cadens and displays 


Couple some famous names in Kentucky bourbon with a famous name 
in lithographed displays . . . and you have these colorful, 
eye-catching examples of salesmanship in print—from Milprint! 


from basic idea to artwork to 





Milprint’s complete facilities 
plate-making to finished work on the nation’s most modern lithograph 
presses—mean complete quality control of your job from start to 
finish, for displays that sell hard, day after day. 


+-98--4 


For lithography that works steadily to build profits for you, 
always remember to call your Milprint man—/first! 
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This insert lithographed by Milprint, Inc. 







Printed Cellophane, 
Pliofilm, Polyethylene, * 
Saran, Acetate, Glassine, 
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Foils, Folding Cartons, 


Bags, Lithographed Displays, PACKAGING MATERIALS 


Printed Promotional Material. 
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General Offices, Milwaukee, Wisconsin 
Sales Offices in Principal Cities 







"Reg. U. S. Pat. Off. 








rr ee 
‘ 


MR. ADVERTISING MANAGER... 
MR. PR -TION MANAGER 
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pay to save! 


@ With the high cost of ad preparation today, 
it’s natural to cut corners wherever you can. But 
there’s one step where it doesn’t pay to save pennies 
...and that is in the selection of mats. 

Why—when it costs hundreds of dollars in artwork, 
type and engravings for a newspaper ad—take a 
“chance” on the final appearance by using mediocre 
mats because they cost less? 

Ordinary mats mean average, or possibly even in- 
ferior reproduction. And an ad which lacks sparkle and 
life may lose some of its sales-ability. Yet, for only a 
few cents more BURGESS SUPREME TONE-TEX MATS as- 
sure you black and white newspaper reproduction that 
stands out sharp and clean in every detail. 

With the BURGESS SUPREME TONE-TEX MATS the 
stereotype has reached a new high in quality. Its 
smoother face, greater plasticity and more uniform 
shrinkage paves the way for finer reproduction... 
reproduction that will rival the original. 

In many leading commercial shops the BURGESS 
SUPREME TONE-TEX MAT is regarded by stereotypers as 
the finest mat available for advertising purposes. If 
you are interested in good reproduction of printed 
subjects it will pay you to use 
BURGESS SUPREME TONE-TEX MATS. 








BURGESS CELLULOSE COMPANY 


Manvfacturers and Distributors 
of Supreme Tone-Tex Mats 


Freeport, Illinois 
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MURRAY HILL 7-2595 
i e EKTACHROME PROCESSING 
e DYE TRANSFER COLOR PRINTS 
j Call or write for FREE e DUPLICATE TRANSPARENCIES 

16 pg. handbook containing e FLEXICHROME yy MATRICES 


plus other essential services for 
reproducing and projecting color. 
10 east 46th st, new york 17, n. y. 


useful color information 


KURSHAN & LANG 
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Mailing Tube Makes 
Pencil Pointing Easy 


Here’s a way to keep pencils 
sharply pointed for drawing fine 
lines without getting your hands 
dirty. Use a length of mailing tube 






~—— 6" OR 7" LENGTH OF 
MAILING TUBE 


2” STRIP 
OO GRADE 
SANDPAPER 


“LEAVE OPEN 


(the 3” or 4” size) with a strip of 00 
sandpaper cemented inside the top 
edge. 

Leave the holding end of the tube 
6” or 7” long and do your pencil 
pointing over the wastebasket—re- 
sult, sharp points and clean hands! 

JAMES MATTHEWS 
Advertising manager, 


Bros., Fort Worth, Tex. 





Washer 


Glass Eraser Can Lighten 
Glossy Background Areas 


Need a quick, easy way to lighten 
background areas on a glossy photo? 
Take your glass eraser (the one you 
use on ink lines) and with a feather- 
light touch, brush over the area to 
be made lighter, working in a cross- 
hatch pattern, first in one direction, 
then in the other. 

Be careful not to scrape too heavi- 
ly or you may remove too much of 
the emulsion and leave obvious white 
lines. 

While we don’t claim that this re- 
touching method is likely to replace 
the air brush, it has been satisfactori- 
ly used on photos that were only 
slightly reduced, and reproduced up 
to a 133-line screen. 

Rosert E. CLark 

Store Planning and Display 
Dept., Goodyear Tire & Rubber 
Co., Akron, O. 


Finds Easy Way to Keep 
Jar Lids from Sticking 


Here’s a neat way to keep lids of 
show card color jars, rubber cement 
cans, tubes of oil paints, etc. from 
sticking after they have been out of 
use for a time. 

Rub a small portion of Vaseline 
around the inside edges of the lids. 
This will prevent the lid sticking, 
which is annoying and time consum- 
ing when you want to re-open a jar. 

WILLIAM CONNOR 
Artist, Philadelphia Evening 
Bulletin, Philadelphia 
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“Why,” many readers have asked us, “don't you make | 
the ideas you present in AR easier to file?” This new 
feature is our answer. Each month AR will present a | 
series of ideas which the editors consider worthy of | 
retention for future reference. Each will be presented 
so that it can be easily clipped and attached to a 3x5” | 
file card. Subject headings will be printed in the upper | 


; ee ; | 
right-hand corner for convenience in indexing. The | 


ideas are not necessarily new — just something which | 
we feel our readers would like to keep on file for that 
time when it may come in handy. 


Added Space for Details 


Getting everything desired on the letterhead and still leaving room 
for a letter is a common problem—particularly for trade associations, 
convention groups or companies who wish to list products. A simple 
solution is to use a letterhead flap 112" to 242" wide. Normal letter- 
head information is printed on the visible side of the flap, while the 
cumbersome details are printed underneath. This leaves the normal 
space for the letter and adds an attention-getting gimmick. If the 
stock is sufficiently opaque, it is possible to use both the area on the 
back side of the flap and the area which it covers for the additional 
information. 


INSERTS 
Unusual Paper Stock 


Some very effective attention-getting magazine inserts have been 
produced by imagination in the selection of unusual paper stocks. 
One firm, for example, has made particularly effective use of those 
yellow legal pads with the horizontal blue lines and vertical red 
and blue lines about 1/2” inside the left margin. Copy was imprinted 
in simulated handwriting. The effect was four colors for the cost of 
one. Other advertisers have benefited by the use of inserts on news- 
print in publications where all other pages are coated stock. 
Fluorescent stocks, paper with an unusual design or deckle edge, 
onionskin, acetate, etc. have all been used effectively. 
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DISPLAYS 
Help for the Retailer 


Getting those choice display spots on the check-out counter or near 
the cash register takes lots of ingenuity. One of the surest bets is to 
make the display of special value to the retailer. This can some- 
times be accomplished by making use of the back of the display. One 
advertiser, for example, presented tips on spotting counterfeit bills 

and got 80% placement of his counter card. Another angle is to print 
a table for figuring sales or luxury taxes. Another gimmick would be 
to provide space for the retailer to list special prices for quick 
reference ... or the space could be used for a re-order list and pencil. 





PRINTED MATERIAL 


Low-Cost Portfolio 


An effective method for tying together a number of different catalog 
sheets or other pieces of promotion material is the inexpensive one- 
side-printed portfolio, which gives the effect of being printed on both 
sides. It is produced by printing a 15x18" sheet of cover or bristol 
stock on one side. This is then folded into a 9x12” portfolio with a 3” 
flap on the inside to hold enclosures. Because of the folding, this 
flap can be printed at the same time as both covers. Since enclosures 
will normally cover the inside covers, there is no need for a back-up 
job. Scoring while printing will make folding against the grain 
easier. 


PHOTOENGRAVINGS 


Duotones from Process Plates 


Some very effective results can be obtained by using just two plates 
of a four-color set. This can be a real cost-saver where a campaign 
is to run in full-color in some publications and in only two colors in 
others. In many cases, the blue or yellow process plate is printed in 
a mixed red ink in combination with the black key plate. Other 
duotone combinations can be used, depending upon the subject 
matter. In all cases, however, it is well to experiment to determine 
what results to expect since it is seldom that two illustrations will 
give the same effect even if the same inks and process plates are 
used. 


PRESENTATIONS 
Pocket-Size Easel Displays 


It isn't always the largeness which pays off in easel presentations. 
Several firms have achieved excellent results with ones which easily 
fit inside salesmen’s pockets. Usually they are miniatures of their 
king-size brothers in every detail. Pages are generally about 3x5” in 
size, with hard covers and a folding easel back. Plastic binding is 
most popular. Such presentations can be easily tailor-made for 
special prospects by quick hand-lettering or typing on blank 3x5” 
file cards which are punched for the binding used. Since the 
presentations are usually low in cost, they can be left with the 
prospect for future reference if desired. 


DIRECT MAIL 
Envelope Teasers 


In her talk at the Direct Mail Advertising Assn. convention in Boston, 
Helen Murray Hall of NBC (Hollywood) told of a very effective 
attention-getter used with one of her mailings. The letter was ‘‘writ- 
ten” and signed by the sales manager's secretary. Nothing would be 
more logical, Mrs. Hall reasoned, than to enlist the support of the 
recipient's secretary in making sure the letter got to her boss. The 
gimmick: Printed on the envelope with green ink in Gregg shorthand 
was this note, “My boss is driving me nuts! How about yours?” 
Additional details are contained in a special feature on page 37. 
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47 ‘ 
Poryreny’® 


COMPLETE SHOWINGS BY 
OVER 100 EXHIBITORS AND 
PREMIUM MANUFACTURERS 


OPEN DAILY 9 A.M. TO 5 P.M. 
@ Tuesday and Thursday 
Evenings to 9 P. M. 


Thousands of Premium Samples for You to Choose from 


SAVE TIME! 


SAVE TROUBLE! 


SAVE TAXI-FARE! 





NOW! When you want a premium to spark your next 
merchandising plan — increase product sales — boost 
store traffic — or develop customer good-will — come 
to PREMI-O-RAMA where you can select from thousands 
of top-quality premium items all under one roof—where 
you can see and compare the offerings of more than 
100 leading premium suppliers within the hour and 


without traveling half a block. Exhibits include a tre- 
mendous variety of desirable items for the home, out- 
doors, sports or the office — in metal, plastics, wood, 
textiles, paper and glass. Appeals for both adults and 
children. Visit this new, exciting PREMI-O-RAMA the 
next time you are in this vicinity. See for yourself what 


You Are Always Welcome 


Whether you are a premium buyer 
for an advertiser or an advertising 
agency, we hope you will make it a 
habit to drop in often at PREMI-O- 
RAMA to see what is new in the 
premium field. 

And to out-of-town premium buyers, 
we extend a special invitation to make 
PREMI-O-RAMA your headquarters 
when you come to Chicago on buying 
trips. Space will be made available 
for confidential conferences with rep- 
resentatives of PREMI-O-RAMA exhibi- 
tors whenever desired. 


mC I el ek 
EVERY DAY IN THE YEAR 
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a tremendous help it can be to you. 










Manufacturers! Jobbers! Premium Salesmen! 


MAKE THE PREMI-O-RAMA YOUR HEADQUARTERS 


Here you can have a permanent exhibit of your premium products—a con- 
venient location where thousands of premium buyers can see and examine 
them any week day of the year—at a cost of only $600.00 annually, This 
includes an exhibition space (5' x 8’ x 18” deep)—lights, heat, and cleaning 
service—use of conference space for contacts with your representatives, pros- 
pects and customers—and direct benefits from our trade magazines and direct 
mail advertising campaign covering premium buyers in the United States. 


Keep Your Premium Goods on Display Here 
the Year ’Round! 


You can reach the buyers you want to reach—at the precise moment they are 
ready to buy—when you keep your products on display in the PREMI-O-RAMA. 
Take advantage of it now when buying interest is at an all-time peak. Ask 















for further information and a list of choice spaces available at this time. 
Address your application to: Miss Stewart, 
PREMI-O-RAMA, Inc., 216 S. Wabash Ave., Chicago 4, Ill. 
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One of the best sources for material for this new 
feature, we feel, is from conventions. Here’s a good 
example. On this page you will find some of the best 
ideas that showed up in the 1954 “Best of Industry” 
contest winners displayed at the Direct Mail Adver- 
tising Assn. convention in Boston. AR’s editors went 
through all of the winning entries and selected some 
of the ideas which seemed to be most worthy for 
helping to get an AR idea file off to a good start. 





DIRECT MAIL 
Interesting Postmarks 


Associates Loan Co. (South Bend, Ind.) made good use of inter- 
esting postmarks for an effective mailing campaign. A folder was 
prepared to resemble the kind of card sent home by folks on a 
vacation—with a typical resort scene and the message in simu- 
lated hand-writing. Postmarks were from such places as West 
Palm Beach, Fla., Buzzards Bay, Mass., Tomahawk, Wis. There’s a 
postmark for almost any mailing theme and this ‘plus’ gimmick 
has been used effectively by many advertisers. Picture postcards 
have also been the basis for many effective low-cost direct mail 
campaigns. 


DIRECT MAIL 
Gimmicks with a Sales Story 


Penton Publishing Co. (Cleveland) made good use of some un- 
usual gimmicks to promote space sales for Steel magazine. Prob- 
ably the most interesting was a mailing of 7,500 bow ties. They 
were in a Scotch plaid pattern, which was the theme for an 
extensive campaign. The tie was attached to a folder featuring 
a picture of a man (with the tie in position to complete the 
picture). Copy inside the folder said: “Have a tie on us—and 
let the Scotch plaid remind you that your dollar goes further 
in Steel, etc.’ Other effective campaign gimmicks: a sales message 
printed in doodle form on a paper napkin; copy printed on a 
simulated spool of camera film. 








DIRECT MAIL 
Gimmicks with a Theme 


Mt. Washington TV 
gimmicks: 
e@ A dollar bill . . 


Inc. (Portland, Me.) used these unusual 


. slipped under a die-cut strip on a card to 


divide the bill into two segments: “You pay this 46¢;" “You save 
this 54¢.” 
e A piece of rock in a fancy gift box ... “from the top of Mt. 


Washington.” 


@ Two brushes . . . one large; the other small—to emphasize the 


difference in coverage. 


e A bottle of Coke in a gift box ... “you won't get high on this.’ 


DIRECT MAIL 


More Gimmicks 


To promote a “Jack Pot’ sales incentive contest, General Electric 
Co. (Schenectady, N. Y.) used these gimmicks: 

A letter with two small dice attached. 

e A packet of geld foil-wrapped chocolate coins. 

e A toy slot machine. 


e A small plastic numbers game .. 
are numbered.” 


. “just to remind you the days 
(This one addressed to salesmen’s wives. ) 

e A packet of miniature playing cards in perforated strips .. . 
“deal yourself a winning hand.” 


DIRECT MAIL 
Technical Manual Take-Off 


Barcid Sales Division of National Lead Co. (Houston) injected on 
interesting change-of-pace in its mailing of technical bulletins. It 
sent out a booklet with the title, “Report on Formation Curves and 
Contour Studies With Illustrated Examples of Structural Develop- 
ment,” printed with a definitely ‘technical’ look. Inside, however, 
was a series of in black and 
white; others in orange and black duotone. The captions all were 


cheesecake photographs—some 


in technical language—but it took very little imagination to apply 
them to the “leg art’ they described. 


DIRECT MAIL 


Helpful Mailings 


Esso Standard Oil Co. (New York) makes it a regular practice 
to provide dealers with mailing pieces which will be retained 
and used by the recipients. Typical: 

e A fix-it book . . . an eight-page booklet with tips on such things 
as what to do when floors creak, how to store awnings, how 
to erase rust, how to make good use of old fuses, etc. 

e@ A book of games for home parties. 

e A numbers game .. 


. with numbers of perforated cards to be 
used for a license plate game while traveling. 






DIRECT MAIL 
Using Actual Photographs 


Want to reach home-owners and be sure that your message isn't 
overlooked? Murphy & Miller Inc. (Chicago) wanted to sell com 
plete home air conditioning plants priced at $1,350 each. They 
decided on a mailing piece which featured an actual photograph 
of the home to which the mailer was sent. While the cost per 
1,240 


other recipients reporting 


piece amounted to approximately 41'2¢ each, a mailing of 
resulted in 10 actual sales—with many 
they were keeping the mailer on hand for future reference. The 
same basic idea could be used in other cases such as the exhibit 
follow-up, with photographs taken at the convention booth included 


in a post-exhibit mailing. 


23 
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They’ve mechanized the 3 R’s in business 


Yes, modern business machines and equipment have 
put radically new conceptions of efficiency and econ- 
omy into the office. And their makers have put inspired 
selling skill into the printed promotion that has helped 
build this dynamic multi-billion-dollar industry. Ask 
your Oxford Merchant to show you successful examples 
of catalogs, booklets and folders that sell. 










TWO VALUABLE AIDS. (1) The new 
OXFORD PAPER SELECTOR CHART 
is a time-saving master guide to the 
right grade for each purpose. (2) 
The new OXFORD PAPER COST CAL- 
CULATOR gives the exact cost per 
1000 sheets for all common weights 
and sizes. Ask your nearby Oxford 
Merchant or write us direct. 


xtord Papers 
dp Build, Calls 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Ill. 


Mills at Rumford, Maine and West Carrollton, Ohio 
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With this issue, AR adds a new serv- 


National Save Your Vision Week ... 


the P.O. me 


that’s Pop PINE out 


all over! 





ADST 


@ The Magic Plastic Decal! 
@ Any Size! Any Shape! 


hhh 















ice—the listing of promotional events. 
In order to give readers time to work 
such events into their advertising and 
promotion plans, the listings will be for 
the third month from the date of issue. 

AR invites reader participation in this 
service. All items intended for inclusion 
in this column should be addressed to: 
Special Promotions Editor, Advertising 
Requirements, 200 East Illinois St., Chi- 
cago II, Ill. 


Sponsored by American Optometric @ Sticks by molecular attraction! 
Assn., Chouteau Bldg., 4030 Chouteau 
Ave., St. Louis 10, to focus attention on 


the importance of efficient sight for maxi- 















EASY ON! 


Mere finger pressure; 


mum achievement in school, at work, on no glue; no moisture! 


the highway and in the home. 








Girl Scout Week . . . Sponsored by Girl 
Scouts of U.S.A., 155 E. 44th St., New 
York 17, to honor the birthday of the 
organization (founded in Savannah, Ga., 


EASY OFF! 


Peel with finger nail! 
Comes off clean—no 
smears. 


MARCH 


1-31 


Red Cross Membership Fund Campaign 
. Sponsored by American National 
Red Cross, Washington 13, D. C., to in- 
crease membership and raise funds. In- 
cludes Red Cross Sabbath, March 19, 
Red Cross Sunday, March 20, and Red 
Cross Day, March 1 or 2 (tentative ). 


One-Dish Meals with Cheese Month .. . 
Sponsored by American Dairy Assn., 20 
N. Wacker Drive, Chicago, to promote 


the use of 


cheese during the Lenten 


season (Feb. 23-April 10). 


1-10 


Nationally Advertised Brands in Variety 
Stores Week Chain 
Store Age, Variety Edition, 2 Park Ave., 
New York 16, to publicize chain variety 


Coordinator: 


stores as distributors of nationally ad- 


vertised, top quality products. 


First free mail delivery, 1863. 


5-13 


4-H Club Week . . . Sponsored by Ex 
tension Service, U. S. Dept. of Agricul- 
ture, Washington 25, D. C., to call atten- 
tion to the 4-H program and to broaden 
the education of rural youth. Note: 4-H 


March 12, 1912). 


National Want Ad Week . . . Sponsored 
by Assn. of Newspaper Classified Ad- 
vertising Managers, c/o Raymond I. 
Dykes, County Publishers 
Inc., White Plains, N. Y., to promote the 


Westchester 


service given by want ads. 


Luther Burbank born, 1849. 
Bell patents telephone, 1876. 


7-12 


National Smile Week . . . Sponsored by 
Gibson Art Co., Cincinnati 2, to stimulate 
the remembering of friends and loved 
ones with cheery greeting cards. 


National Television Servicemen’s Week 

. Sponsored by RCA Tube Division, 
Radio Corp. of America, 415 S. Sth St., 
Harrison, N. J., to salute radio and tv 
dealers and technicians for their work in 
installing and maintaining the nation’s 


more than 30,000,000 tv sets. 


10-April 10 


. (22nd 
. . . Sponsored by National So- 
ciety for Crippled Children and Adults, 
11 S. LaSalle St., Chicago 3, to raise 
funds for education, research, and direct 


National Easter Seal Appeal. . 


annual ) 


care service to handicapped children and 





Here's the only decal that needs no 
preparation—a child can put it up in less 
than three seconds. The only decal with- 
out glue or sticky substance on the back 
—yet sticks forever. Just mail Ad-Stik 
point-of-purchase decals to your dealers 
—then check the amazingly high per- 
centage used. That's why more national 
advertisers insist upon AD-STIK! 


ONLY AD-STIK GIVES YOU 
SO MANY PLUS FACTORS! 


® Sticks to glass, wood—any smooth, 
non-porous surface 

® Sticks both sides—any climate 

e Prints both sides—if desired 

® Indestructible—never fades or bleeds 

® Cleans easily with damp cloth 

® Permanent baked enamel colors 

® Lasts indefinitely—use and reuse 
HUNDREDS OF USES 

Store windows, doors, counters, walls, 

soda fountain mirrors, bar backs, show 


cases, appliances (refrigerators, washers, 
etc.) and hundreds of others. 


REPEAT ORDERS FROM 
Camei Cigarettes, Calvert, 
Westinghouse, Mobiloil, 
Ansco and hundreds of 
others. 





The AD-STIK Company 
5852 Centre Ave., Pittsburgh 6, Pa. 


We use Point-of-Purchase decals 
RUSH AD-STIK SAMPLES, DETAILS 


' 
| 
| 
| 
| 
| Attention of 
| 
| 
| 
| 


adults. 
signifies Head, Heart, Hands, Health. 
13 Company 
6-12 Girl Scouts founded, Savannah, Ga., Address 
National Peanut Week . . . Sponsored by 1912 Cit 7 i 
, i Zone at 
National Peanut Council, 1125 Dupont : 


Circle Bldg., Washington 6, D. C., to pro- 
mote consumer demand for peanuts and 
peanut products. 


Spring Millinery Promotions begin .. . 
Sponsored by Millinery Promotions, Inc., 
1450 Broadway, New York 13, to alert 


MAIL TODAY! 
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"Did You Say 21,0002” 


That’s right!—AR’s 21,000 

readers include key executives 

in all recognized agencies and all 
listed advertisers with an ad budget of 
over $25,000. Solicit a bigger share of 
this $3 billion market with your sales message in 









ADVERTISING REQUIREMENTS 











for signs they put up 


- “FASSON” 


tl Dry-Adhering 
PAPERS 


Bo Finest quality pressure-sensitive papers 

eo for signs — easy up, stay put, peel off 

SSS strive Popular for labels, bumper 
strips, too. Coated litho, high gloss, 

tag, foils, pyroxylins, fluorescents. Free 

samples, layout sheets for ad men, 

ra fa printers. Write today. 

Famous general enroute to surprise 

fornished by aiet “rassons AVERY Paper Company 

paper user. 260 Chester St « Painesville, Ohio 
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consumer interest in millinery through 
retail advertising, publicity and display 
in local press, radio and tv. 


13-19 

National Rice Week . . . Sponsored by 
Texas Rice Promotion Assn., 2171 Ports- 
mouth St., Houston, Tex.; Rice Miller's 
Assn., National Bank of Commerce Bldg., 
New Orleans, La.; Arkansas Rice Grow- 
ers Cooperative, Stuttgart, Ark.; Amer- 
ican Rice Growers Cooperative Assn., 
Lake Charles, La., to publicize rice. 


Camp Fire Girls’ Birthday Week .. . 
Sponsored by Camp Fire Girls Inc., Na- 
tional Headquarters, 16 E. 48th St., New 
York 17, to celebrate the founding of 
Campfire Girls in March, 1910, and to 
point up the program and activities of 
the organization. 


14-19 
Irish Linen Week (tentative) . . . Spon- 
sored by the Irish Linen Guild, 1270 
Avenue of the Americas, New York 20, 
to promote the sale and distribution of 
Irish linen and to aid retailers and de- 
partment stores with their promotions. 


17 
St. Patrick’s Day. 


18-25 
Jewish Youth Week . . . Sponsored by 
National Jewish Youth Conference and 
National Jewish Welfare Board, 145 E. 
32nd St., New York 16, to focus attention 
on the needs and problems of Jewish 
youth. 


18-April 2 
Dried Fruit Weeks . . . Sponsored by 
California Dried Fruit Research Institute, 
1 Drumm St., San Francisco 11, Cal. 


19 
Red Cross Sabbath. 


20 
Red Cross Sunday. 


20-26 


National Salesmen’'s Week . . . Spon- 
sored by Earle W. Burnett Sr., P. O. Box 
267, Lincoln 1, Nebr., to honor “the motive 


. he’s either lost our best 
account or I've misspelled a word.” 











power that makes America tick—its men 
and women who sell.” 


National Wildlife Week . . . Sponsored 
by National Wildlife Federation, 232 
Carroll St. N. W., Washington 12, D. C., 
and affiliated state wildlife federations, 
to bring to the attention of all people 
the need of conserving our natural re- 
sources. 


















21 
Spring begins, 9:36 a.m. 


21-27 

National Boys’ Club Week . . . Sponsored 
by Boys’ Clubs of America, 381 Fourth 
Ave., New York 16, to give the boy 
members of Boys’ Clubs the opportunity 
to demonstrate their work and activities 
and to focus local and national attention 
on the value of the Boys’ Club in “build- 
ing the citizens of tomorrow.” 
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Patrick Henry, 1775. ‘Give me Liberty or 
Give me Death!” 


























27-April 2 

National Laugh Week . . . Sponsored by 
National Assn. of Gagwriters and the 
Comedy World Publishing Co., 292 Mad- 
ison Ave., New York 17, to spotlight the 
activities of and to pay tribute to the 
laugh-makers in all fields of the seven 
laughing arts, and to help “put a smile 
on the map of America.” 


National Tobacco Distributors Week .. . 
Sponsored by the National Assn. of To- 
bacco Distributors, 200 Fifth Ave., New 
York 10, to commemorate the cooperative 
relationship between tobacco growers, 
manufacturers, wholesalers, retailers and 
consumers. 


28 
Mother-in-Law Day . . . Sponsored by 
the Museum of American Comedy, Rivi- 
era Beach, Fla., to remind the nation of 
the necessity of humor. 



































Commerce Group Issues 
55 Special Events List 


The 1955 edition of “Special Days, 
Weeks and Months” has been issued 
by the Chamber of Commerce of the 
United States with listings of more 
than 400 business promotion events, 
legal holidays and religious observ- 
ances. 

The 48-page booklet lists the 
events both alphabetically and by 
date, giving the name and address of 
the sponsoring organization along 
with the purpose and description of 
each special event listed. “Special 
Days, Weeks and Months of 1955” 
may be obtained for 25¢ a copy from 
the Chamber of Commerce of the 
United States, 1615 H Street, N. W., 
Washington, D. C. Special prices will 
be quoted for quantity orders. 44 
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CUDCRCOROCRCCEECOCOOCORECERSCOUGCOEOGODEOCCHECSEGCOSOOUORORDORORCCRNORGSCCGCOUCUREROREREGEUDOESORSOGOGROOCROROROORSUOUESRGESSGGGGORCOOOREREREGRORRSEGES 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or check. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 


reprints we will be happy to bill you—smaller orders sent only upon receipt of 
payment. 
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101 Time & Cost Guide for Producing TV Films—by Lee Randon 


An agencyman’s guide to production factors in tv films February 1953 
102 The Public’s Preferences in Calendars 

A guide to what various audiences prefer in calendars February 1953 
103 All of the People Some of the Time—by Nicholas Samstag 

Time’s promotion director explains his direct mail philosophy March 1953 
106 Need to Save Money? Why Not Try Cartoons in Your Advertising?—by Sid Hix 

A cartoonist tells how cartoons can be used effectively in ads March 1953 
107 Old Types Never Fade Away—by Edward M. Diamant 

Even the most modern ads can make good use of the older typefaces March 1953 
108 The New Look in Advertising Specialties—by William E. Coffman 

An industry leader charts the growth of advertising specialties March 1953 
109 Do’s & Don'ts for Television Commercials—by Harry Wayne McMahan 

A picture story showing what to do and what not to do on tv March 1953 


110 55 Ulcer Reducers for Exhibitors 


Here’s how you can make exhibiting easier, cheaper and 
bring better results.... 


April 1953 

112 Do’s & Don'ts for Better Engravings 

AR asked engravers from coast-to-coast what admen can do to help them 

produce better engravings June 1953 
114 How to Design Packages for Self-Service—by Frank Gianninoto 

A leading designer outlines the demands of modern merchandising 

on packages . . Screen May 1953 
116 Gadgets & Gimmicks Help Sell Plymouths—by Dick Hodgson 

A case history of the development of an unusual, gadget-laden portfolio July 1953 
118 Unconscious Emotions Affect Impulse Buying—by Lea & Tek Osborn 

How basic design themes on packages can do a selling job July 1953 
121 Trading Stamps Build Repeat Business for Denver Merchants—by Frank Lynn 

A case history telling how trading stamps can be used effectively September 1953 
122 How to Prepare Packages for Rack Merchandising—by Arthur Weiss 

An expert tells how to design packages for a new sales medium October 1953 
123 How to Prepare Jingles for Radio Spots—by Mavrine Christopher 

The “basic rules” for one of radio’s most effective media October 1953 


127 Money Saving Techniques for Business Films—by duMaresq Clavell 
An expert tells some of his techniques for producing motion pictures 

on a limited budget ; : 

Ford Establishes a New Method for Handling Its Direct Mail Advertising 

by Dick Hodgson 

The details of a unique arrangement through which an advertising agency 

handles direct mail on a commission basis ; November 1953 

130 A "New Medium” Gets Its First Major Test—by Dick Hodgson 
Reflectorized bumper decals were a key element in a campaign 
for a leading insurance company 


131 How to Get Your Share of Free Television—by Richard Marvin 


November 1953 
128 


February 1954 


Here’s how several firms are editing their old films for use on tv February 1954 
132 Ford Uses Unusual Teasers in Southern California—by Phil Seitz 

The story of a unique teaser technique on painted bulletins March 1954 
133 Carnival Theme Builds Exhibit Excitement for Hudson Pulp & Paper—by S. W. Franklin 

A case history of a low-cost convention exhibit March 1954 
134 The Great Premium Boom—by Gordon C. Bowen 

A general description of the use of premiums as a promotion medium May 1954 


135 A New Approach to Display Purchasing—by John E. Donegan 
General Electric’s solution to the problem of speculative presentations 
of point of purchase displays 3 
136 El Producto Story—by P. K. Thomajan 
An interview with Paul Rand reveals the facts behind a notable 
advertising campaign 
137 44 Ideas for More Interesting Annual Reports—by Peg Miller 
A checklist of how a variety of companies have attracted attention and 
told other stories in annual reports 
138 The ‘Taking of a Man of Distinction’’—by Ted Sanchagrin 
The story behind the photographs in Lord Calvert's ‘‘Man of Distinction’’ ads_ July 1954 
139 Show Your Wares to Sell Them!—by Ernest W. Goldberg 
GoldE Mfg. Co. is getting a lot of added sales promotion through illustrated 
shipping containers 
140 Pabco Sells Color with a Coordinated Campaign 
How a variety of materials were put to work by a West Coast advertiser August 1954 
141 How to Make One Set of Color Plates Do the Work of Several—by Bernard T. Converse 


How an advertiser got color into a ‘‘black and white’ budget by 
multiple use of its color plates 


February 1954 


June 1954 


November 1953 


August 1954 


August 1954 

142 How to Make One Promotional Dollar Do the Work of Ten--by R. V. Boom 

Operators of Dari-Delite soft ice cream franchises cooperated in a joint 

advertising effort for big results at low cost August 1954 
143 Picture Postcards ... A Low-Cost Advertising Medium—by Dick Hodgson 

How picture postcards are used for advertising purposes August 1954 
144 Do's & Don'ts for Better Press Releases—by Dick Hodgson 

A helpful checklist for getting better results from publicity efforts September 1954 
145 Audio-Visuals Don’t Have to Cost a Lot of Money to be Effective 

Reardon Co. produced its own prize-winning film strip 

and saved money September 1954 


146 How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 
Monsanto prepared a handy guide for exhibit personnel | September and October 1954 
147 Magnesium ... A Step Forward in Photoengraving 


The story of the development of fast-etch magnesium plates October 1954 
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We said 
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eas of °50..: 
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than 
ever! 







For ten years now newspaper 
advertisers have been “insuring” their space 
expenditures against reproduction failures by using Reilly 
Plastictypes. With today’s keener competition and sharper cost- 
consciousness, it makes more sense than ever to investigate the 
many ways in which Reilly’s constant pioneering of scientific improvements 
in plate making can help you protect your investments in advertising space. 


e PLASTICTYPES 

e REILLYTYPES 
You can Really Rely on RE LLY ¢ TREATED ELECTROS 

e BISTA MATS 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 










Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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Catalina Swimsuits has found a golden merchandising opportunity 
in one of the world’s most successful publicity stunts. 
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... beauty for promotion 


Before that, for many years, the 
company had tied in with the “Miss 


By Phil Seitz 
AR West Coast Correspondent 


In the swimsuit business, where 
better than 75% of the total con- 
sumer sales are made in a period of 
three months or less, hard hitting 
promotion at the store level is es- 
sential to volume sales. 

For the past three years, Catalina 
Inc., Los Angeles manufacturer of 
swimsuits and sports wear, has been 
achieving this objective spectacu- 
larly through its sponsorship of 
“Miss Universe Beauty Pageant,” 
which it originated in 1952 and 
brought in as co-sponsors, Univer- 
sal-International Studios and the 
City of Long Beach. 


America” contest, and the Catalina 
suit was the official suit for con- 
testants. Catalina pulled out of this 
event when the judging yardsticks 
were changed to place greater em- 
phasis on talent, and the bathing 
beauty and bathing suit aspects were 
relegated to lesser and lesser roles. 

In the “Miss America” contest 
Catalina was but one of many par- 
ticipants. By originating the Miss 
Universe pageant, the company has a 
greater degree of control and is bet- 
ter able to integrate it with sales 
objectives. 


> The Miss Universe contest is strict- 


ly a beauty competition. At one point 
contestants are required to wear an 
evening dress, but beauty in a bath- 
ing suit is the keynote, and winners 
are wearing swimsuits 
crowned. 

The emphasis upon beauty alone 
has paid off. Based on reports of 
Allen’s Press Clipping Bureau, it is 
estimated this year’s pageant gar- 
nered more than 17 million lines of 
newspaper space throughout the 
world. This total is up 20% from last 
year, and is exceeded only by one 
other event—the Olympic Games. 

Since Catalina is in business to 
make and sell swimsuits, these im- 
pressive figures mean nothing unless 
they contribute to the ultimate ob- 


when 
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jective of creating sales. With this 
objective, product identification is 
most sought. The pageant accom- 
plishes this by spotlighting the Cata- 
lina suit. This in turn brings trade 
recognition and from that comes 
store display and local advertising. 
The morale and effectiveness of 
salesmen is increased when they 
have something big to talk about 
year after year. 


>Contrary to what might be ex- 
pected, Catalina does not give major 
attention to the pageant in its adver- 
tising, handled by Foote, Cone & 
Belding (Los Angeles). With a total 
of 28 pages in national magazines, 
only 11 of them mentioned the pa- 
geant and then only with the line, 
“Originators and producers of the 
Miss Universe Beauty Pageant,” in a 
subordinate position. 

There is a reason for this some- 
what offhand promotion of the pa- 
geant. Catalina is considered a fash- 
ion house. It does a good volume 












































among the “carriage trade,” which 
might tend to look with disfavor 
upon the association of the Catalina 
suit with a beauty contest. In addi- 
tion, the company sells the idea of 
completeness of the line and does not 
want to de-emphasize that fact by 
going overboard for the pageant in 
its ads. The line includes: ladies’ 
swimwear, men’s swimwear, ladies’ 
play-abouts and children’s swim- 
wear—“something for every depart- 
ment in the store.” 


>The younger girl, who wants to be 
attractive, is the real core of the 
swimsuit business, says Len Globus, 
Catalina advertising manager. This 
group is best sold, it is believed, 
through displays in the store and by 
encouraging entry in the pageant. 
Publicity about the contest, or just 
the desire to buy a new suit, sends 
this group to the dealer, and it is 
at this point they must be sold. To 
accomplish the job, Catalina fur- 
nishes a 12x16” full-color counter 
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easel which carries entry blanks for 
the Miss Universe pageant; a 24x60” 
wall banner with the headline, “Miss 
Universe Beauty Pageant Headquar- 
ters,” offering information and entry 
blanks, and ad mats, 3 col. x 8” and 
2 col. x 6”, promoting the pageant, 
with a place for the store to add its 
name. This year, 3,000 of 5,000 deal- 
ers put up displays, and more than 
800 used the ads. The number par- 
ticipating has grown each year. 

The biggest role in the promotion 
of the pageant is assigned to pub- 
licity. The greater the publicity, the 
greater the interest and number of 
entrants. This interest then stimu- 
lates store traffic and exposure to the 
display material. Entrants mean sales 
because a Catalina suit must be worn 
in all contests, from local to na- 
tional. This was not true in the Miss 
America contest, where only final- 
ists were certain to wear Catalina 
suits. 


> Miss Universe Beauty Pageant is 


a separate corporation formed for 
this one job. Its president is E. W. 
Stewart, president of Catalina. The 
man running the show is Oscar 
Meinhardt, coordinator and execu- 
tive producer, who resigned as Cata- 
lina advertising manager to take the 
assignment. 

His responsibility covers all the 
gigantic operation, with two phases 
being most important from a promo- 
tion and exploitation viewpoint: 
publicity, and awarding and super- 
vising Miss Universe franchises. 

Publicity is handled through three 
offices. In the U. S. it is covered by 
the Long Beach publicity depart- 
ment, and through the office of David 
Lipton, vice-president and advertis- 
ing and publicity director for co- 
sponsor Universal-International; in 
foreign countries — 32 were repre- 
sented this year — publicity is han- 
dled through the office of Fortunat 
Baronat, U.I.’s director of foreign 
publicity. 
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Enter now! 
Win stardom, prizes, trips! 


All four top winners in the Miss Universe 
Beauty Pageant will receive contracts 
with Universal International Studios at 
salaries trom $150 to $250 per week! 

There are many other awards, ail final 
ists will receive valuable prizes and trips! 

Visit Our swimwear department now 
for information and entry blanks 
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Ad Mat . . This ad is typical of the 
mats that Catalina offers stores to pro- 
mote sales of swim suits by tying in with 
the Miss Universe pageant. Other mate- 
rials the company gives retailers include 
counter easels which hold contest entry 
blanks and wall banners which provide 
information and entry blanks. 


>A substantial volume of publicity 
at the local and state level is also 
expected from the pageant’s fran- 
chise operation. Each state is held as 
a franchise by a company or indi- 
vidual selected by Meinhardt’s office. 
The franchises cost nothing, with the 
requirement. that the franchise hold- 
er is reputable and able to get maxi- 
mum publicity and exploitation for 
the pageant in his area. 

Within these limitations, franchise 
holders have a wide latitude of oper- 
ation. They can use the local and 
state contests as vehicles for pub- 
licity in association with their own 
business, or sell sub-franchises on a 
local basis—subject to approval from 
pageant headquarters. 

In some areas the franchise is held 
by Junior Chambers of Commerce, 
American Legion Posts, and other 
civic groups. In Missouri, the Na- 
tional Soybean Festival uses the con- 
test for the selection of Miss Uni- 
verse, to publicize the event. In 
Michigan, 18 Arthur Murray Dance 
Schools hold the franchise, while in 


Picture Credits 


Miss Universe pageant photographs 
on this month’s AR cover and pages 


30 and 31 by Master Sergeant Steven 
Marcus and Technical Sergeant Charles 
B. Tyler, U. S. Marine Corps, courtesy 
of Leatherneck Magazine. 





Utah a model school has it. An 
orchestra leader has the franchise for 
North and South Dakota, and uses 
it as a booking device. 


>In addition to advice and counsel 
offered franchise holders by the Miss 
Universe office in Long Beach, a 
comprehensive press book is issued 
for guidance. The press book covers 
all phases of the pageant and offers 
the material as a model for local and 
state publicity. Included are such fea- 
ture stories as “International Friend- 
ship Keynotes Miss Universe Beauty 
Pageant;” “Long Beach Perfect Host 
to Pageant;” “Miss Universe Beauty 
Pageant One of World’s Greatest 
Events;” “Great Opportunity Offered 
Every Contestant;” “Universal-In- 
ternational Studios Award Contracts 
To Winners;” “Special Miss Uni- 
verse Plane by United Airlines;” 
“Eight Beauties Awarded Movie 
Contracts,” as well as many small 
filler items, a wide variety of pic- 
tures, and a detailing of the Cata- 
lina advertising support of the pa- 
geant. 

In addition to the general material 
for adaptation, a number of stock 
releases, requiring only the filling in 
of names, are furnished, along with 
suggestions for handling of the ma- 
terial to get it greatest circulation. 
The suggestion is also made to: 


e Announce your screening commit- 
tee. 


e Announce your chaperons. 

e Announce rules and regulations. 
e Announce wardrobe to be award- 
ed winner. 

e Announce the judges for your 
contest. 


e Announce that citizens are asked 
to nominate candidates. 


e Release a story on the great op- 
portunity offered finalists. 


e Announce awards to be given. 
To help franchise holders avoid 
many potential pitfalls, the press kit 


Poster Promotion . . Posters like this 
one that prominently announces Catalina 
as the official sponsor are posted by the 
company around the Long Beach, Cal 


area where the pageant is held each year 


also contains complete instructions 
as to method of judging, including 
rules and regulations, and a point- 
by-point formula for a state or 
country contest. The latter covers 
organization, selection of location, 
the screening of entries, publicity, 
financing, judges, staging, awards, 
housing, hostesses, and transporta- 
tion. 


>Entries are obtained in a variety 
of ways. Some are approached di- 
rectly, others come from model 
schools, organizations sponsor a con- 
testant, and many come through 
filling out the entry blanks distrib- 
uted by franchise holders or the 
blanks which are attached to Cata- 
lina display material. The latter show 
the headquarters address of the 
pageant. When received, these are 
sent to the contest nearest where the 
entrant lives. These are followed up 
locally to insure the entrant turns 
out for the contest. 

At the local level, Catalina’s 65 


representatives cooperate with state 
sponsors and act as liaison between 
dealers and promoters, with the ob- 
jective of getting up Catalina dis- 
plays and wide distribution of entry 
blanks. 

State winners must be chosen so 
they can be in Long Beach by July 
15, for the pageantry there which 
runs through July 25. 
holders pay the freight to Long 
Beach, where the Miss Universe 
Beauty Pageant takes over. Finan- 
cing is covered by the gate for vari- 
ous events at Long Beach, a 50¢ offi- 
cial program, containing ads, and 
with the three sponsors making up 
the difference. 


Franchise 


> Contestants are kept on the run in 
Long Beach. The first two days are 
devoted to registration and general 
organization. The third day is turned 
over to the press for interviews, 
newsreels, motion pictures, televi- 
sion and newspaper photographers. 


The following day there is a public 
parade through Long Beach. 

Every day is marked by a luncheon 
with some group, and there are 
sightseeing trips, including a tour 
through Universal-International 
Studios. But for the most part day- 
time hours are used for rehearsals 
of the four evening pageants in the 
Municipal Auditorium, during which 
first Miss U.S.A. and finally Miss 
Universe are selected. 

Each of the pageants is a full- 
blown production with an orchestra, 
divertissements, appearances of the 
contestants, and Bob Russell acting 
as emcee. A coronation ball for Miss 
Universe is the final event. Admis- 
sion is charged for these events. 


> Apart from the problems of hous- 
ing and transportation, great impor- 
tance is placed on chaperoning the 
young ladies. A number of prom- 
inent Long Beach women serve as a 
hostess committee to protect con- 
testants from “annoying contacts.” 


The objective is to keep conduct of 
the pageant above reproach in order 
“to win the confidence of mothers,” 
says Mr. Meinhardt. 

This was achieved well enough this 
year for one newspaper to report an 
incipient rebellion among contestants 
who reportedly felt they didn’t have 
a moment of their own. Mr. Mein- 
hardt says this wasn’t so, but doesn’t 
seem particularly displeased with the 
implication of the story. 

Apart from making contestants 
available for stories and pictures, 
the pageant does its biggest pub- 
licity at this time. In addition to pic- 
tures and releases, short television 
films are made and distributed to 
stations throughout the country 
Universal-International uses some 
30,000’ of film, which is made into a 
short feature for theater distribution 

When it’s all over, everyone con- 
cerned heaves a sigh of relief—and 
starts working on the pageant for 
next year. 44 
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One of the most popular personalities in America is a cow— 


Borden’s famous Elsie. She appears at various public gatherings 
throughout the country—traveling 10,000 miles a year. 


By Ted Sanchagrin 
AR Eastern Editor 


Since 1939, Elsie the Cow’s per- 
sonal appearances have been viewed 
by some 30,000,000 people. In her 15 
America’s most-traveled 
cow, she averages 10,000 miles a 
year. This year alone, she was visited 
by almost 2,000,000 people. How The 
Borden Co., through Elsie Enter- 
prises, uses a cow as a living symbol 
is one of America’s top examples in 
promotion. 

This story has nothing much to 
do with Borden’s two-dimensional 
creature of the same name who ap- 
pears in color in the advertising 
pages. The flesh Elsie never mentions 
the name of the patron, nor does the 
name appear anywhere on _ her 
colonial boudoir barn. The two Elsies 
belong to the same family, but they 
are separated purposely, one rele- 
gated to the ads and the other to 
promotion. 

However, the tie-in is there, and 
the program’s end result has been to 
keep Borden and Elsie in the pub- 
lic’s mind by this soft-sell approach. 
Elsie and bull-calf son, Beauregard, 
appear at state fairs and at plants. 
The public is made aware of her 
personal appearances through news 


years as 
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stories and by radio and television. 
Grocery stores and fountains hand- 
ling Borden’s milk and ice cream 
feature Elsie Week specials. 


> Requests for her appearance us- 
ually originate from plant managers 
or state fair associations. Sometimes 
there’s a new plant to be opened, 
with Elsie being present, or an estab- 
lished plant whose manager wants 
her present to attract community 
residents to tour the building. 

Take the 1954 summer-and-fall 
itinerary and it gives you an idea of 
Elsie Enterprises’ scope in this re- 
spect... 

e June 10—Dairyland Festival, Wa- 
tertown (N. Y.). 

e June 23-Aug. 15—Steel Pier, At- 
lantic City. 

e Aug. 12-15—New plant open house, 
Augusta (Ga.). 

e Aug. 19-22—Plant tour, Savannah 
(Ga.). 

e Aug. 26-29—New plant open house, 
Macon (Ga.). 

e Sept. 11-16—Brockton 
Brockton (Mass.). 

e Sept. 18-26—Eastern States Expo- 
sition, West Springfield (Mass.). 

@ Oct. 2-10—Danbury Fair, Danbury 
(Conn.). 

e Oct. 18-24—Pensacola Interstate 
Fair, Pensacola (Fla.). 


Fair, 


e Oct. 26-31—North Florida Fair, 
Tallahassee (Fla.). 

At each place Elsie and Beaure- 
gard were exhibited in their fur- 
nished six-ton boudoir. Visitors not 
only saw them and the plants, but 
also sampled Borden products. In 
each city special visiting days are 
set aside for dealers, producers and 
civic leaders. 


> All this is handled by Elsie Enter- 
prises’ Ron Greiner, manager; Paul 
Castellanos, tour manager; Henri- 
etta Schumm, traffic consultant who 
handles itinerary details, and three 
herdsmen who singly accompany the 
Borden set-up, mostly by train plus 
truck from the railhead. 

How Elsie Enterprises puts across 
some of the promotion details was 
pointed out by Messrs. Greiner and 
Castellanos after the Georgia tour. 

In Augusta members of the Geor- 
gia Retail Food Dealers Assn., at 
their annual convention, got a 
chance to see the trademark they 
know. The cow and the calf appeared 
there at a women’s luncheon pro- 
gram. On hand to bring the state’s 
official greetings to association mem- 
bers were Gov. Herman Talmadge 
and his wife. 

At Savannah, the Elsie exhibit was 
set up on the Borden dairy plant’s 
front lawn. And the living symbols 
were featured guests at luncheon 
meetings of the Kiwanis and Lions 
clubs, where Mr. Castellanos was the 
principal speaker at each luncheon. 


> At Macon, where Borden’s new 
plant, Dixie Dairies, had been 
opened four months before, the Elsie 
showings were tied in with a formal 
August opening. Here the plant’s 28,- 
000 square feet of floor space and 
processing capacities of 14,000 gal- 
lons of milk daily and 1,500,000 gal- 
lons of ice cream annually were 
stressed. Visitors saw the plant’s new 
fleet of mechanically refrigerated 
trucks .. . and Elsie 

At Atlantic City, of course, just 
before the Georgia tour, there were 
countless opportunities for cheese- 
cake. With Elsie and Beauregard in 





many pictures gobbled up by the 
press were “Miss Greater Philadel- 
phia” (Barbara Nager), later “Miss 
Pennsylvania” in the “Miss Amer- 
ica” contest. 

Wherever the entourage appears, 
Borden’s passes out free Elsie post- 
cards totalling about 2,000,000 an- 
nually. These cards point out Elsie’s 
appreciation of the finer things, such 
as her favorite books, “The Farmer 
With Cold Hands,” “How to Live on 
5,000 Quarts a Year,” and “Calves or 
Career.” 


> Behind the scenes, Elsie Enter- 
prises spells out the entire approach 
by furnishing a detailed kit. It’s 
titled, “Personal Appearance Infor- 
mation,” and measures 9142x1214” 
folded. 

The first inner fold has a 20-page 
booklet glued in, “Elsie’s Boudoir 
Plans and Information.” This meas- 
ures 9x11”, and is broken down 
into two sections. 

e “Appearances of Elsie and the 
Traveling Boudoir.” 
e “Facts About Elsie’s Boudoir.” 

Under “Appearances,” Elsie En- 
terprises stresses that it will assume 
the entire railroad travel expenses 
for boudoir, animals, tour managers 
and herdsmen, all wages for tour 
personnel, trucking where Borden’s 
local operators cannot provide it, 
veterinary services for animals when 
needed, hay, feed and bedding for 
the animals, wages of ordinary labor 
in helping put up and take down 
the boudoir, all expenses of tour 
personnel. 


>In addition, Elsie Enterprises pro- 
vides to local operators at cost: 


e Posters ... Full-color posters an- 
nouncing Elsie’s coming, with im- 
prints as to name of event and dates, 
enough to cover local retail outlets. 
e Window strips Full-color 
strips, also with imprint, with ample 
quantity for all stores. 

e Souvenirs ... Giveaways for dis- 
tribution at the exhibit. 

e Newspaper mats ... A complete 
set of mats to facilitate local news- 
} aper advertising and publicity. 


e Stationery Elsie’s engraved 
orchid stationery and envelopes for 
use in mailings to important people. 
e Photographs . . . Pictures of the 
boudoir, of Elsie in various poses, of 
Elsie and family. And, when ordered 
or approved by tour managers, on- 
the-scene pictures of Elsie with spe- 
cial persons. 


>The middle pocket of the kit con- 
tains much of this publicity material 

. a press kit with 8x10” glossies 
and suggestions on how to make the 
cow’s visit a success. 

It gives some promotional stunts 
that make newspaper headlines and 
picture pages, ideas on how to plan 
and conduct a press party, news- 
paper releases, a thank you note to 
those who helped publicize the show, 
a question and answer list for radio, 
television and newspaper use, and 
spot announcements. 

The covering instructions to the 
local level person handling the show 
Stave. ... 

You know more about your town 


Elsie Entertains in Her Boudoir . 


than Elsie does. Help her. She’s the 
gal who has the keys to 80 cities and 
five states, who has been toasted in 
person at more fine hotels than most 
people see in a lifetime. So get ex- 
cited. This is your show. Elsie loves 
to visit hospitals, orphanages or civic 
organizations as a good will gesture. 
Your competitors may turn them- 
selves inside out to offset a visit by 
Elsie. Don’t let them reap more than 
you do. 


>In the third pocket, slugged “Ad- 
vertising,” are samples of the Elsie 
Week material available at cost and 
order blanks for this and additional 
publicity material, plus order cards 
for another segment of Elsie Enter- 
prises .. . Elsie ear rings, scatter 
pins, tie clasps, pencils, mugs, nap- 
kins, plastic pins and balloons. 

The Elsie Week material available 
includes: 
e A 20x36” wall sign, price 15¢. 
e An 11x22” poster, 7¢. 
e An 8%gx22” poster, 4¢. 


. Beauty Queen Reggie Dombek visits Borden's 


Elsie in her famous ‘‘traveling boudoir.’’ The boudoir is complete with a maple colonial 
bedstead, pictures of ancestors on the walls, a wash stand and stove in the corner 
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Borden provides a complete array of pro- 
motional materials to aid local sponsors of 
the Elsie exhibit. One of the items is this 


: in , full-color poster—one of a series—which 
% BEAUREGARD youn Fg 


announces the date, time, etc. of the event 


SoBe Sto 7 SS and identifies dealers. 
Y he a 
* Jam med 
Se aa Gite 
ie KS =, : 


—— 





a 


A variety of press re- af G ELSIE by z > 

leases are included in a ( AVA; "9 and FAMILY Se a] 

promotion kit. All are en- Wen ¥ ae oD Ie Bbiion, ‘ ike: 
WL TX Wa \¢ 
Ln 


livened by this heading. a’ € Se Vs 


This whimsical monogram adorns special lavender stationery 


with matching envelopes provided retailers for use in writing 


/ “thank you” notes to editors and others who helped promote 
, C Elsie’s local visits. The letters are signed with Elsie’s 
“signature.” 
b, 
*~ 


Color picture postcards showing Elsie’s 
boudoir are available for giveaway 
at the exhibition. 


Publicity photos like this one of Reggie 
Dombek (Miss Chicago) and Beauregard 
are also in the promotion kit for distribu- 
tion to local papers. 
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These say, “This is Elsie Week .. . 
Featuring Borden’s Fine Foods.” 
Other material, announcing “Elsie 
Week Feature,” includes: 
e A 44x20” strip, 342¢. 
e A 4x56” oval sticker, %¢. 
© 31%x5” shelf marker, 6/10¢. 
e A 2x20” strip, 1¢, plus a 2%4x14” 
“Elsie Special” strip, 1l¢. 


>This Elsie business started when 
the New York World’s Fair opened 
in 1939. At that time the third of a 
new series of Elsie ads showed her 
sitting on the front lawn of the com- 
pany’s exhibit. When the company’s 
information staff found that about 
60% of all visitors asked, “Where’s 
Elsie?” Borden had to produce her. 

Thus, one of the 150 Jerseys in the 
exhibit made periodic trips on the 
Borden’s milking merry-go-round. 
Called “You'll Do Lobelia,” she was 
re-christened “Elsie,” and in 1940, 
the second year of the fair, a boudoir 
was created for her. 

After the original Elsie went to 
Hollywood to appear in an RKO 
picture, “Little Men,” explanations 
to the exhibit visitors at the fair fell 
flat when Borden representatives 
said that Elsie’s replacement was 
really Pioneer Design Ella. That was 
the last stand-in. There has been a 
succession of Elsies, including stand- 
bys and replacements as time takes 
its toll, but only one Elsie at any one 
time. 


> When Elsie had a calf in Holly- 
wood, Borden introduced a husband, 
Elmer, who made a shambles of the 
New York set-up. He was replaced 
by a tamer one, Sybil’s Dreaming 
Royalist. Elsie and the calf Beulah 
returned to the fair, and when it was 
over Borden ended the presentation, 
only to resurrect it when requests 
for the exhibition continued to come 
in. 

In 1941 the original Elsie was 
killed in a truck near Rahway 
(N.J.) while being transported to 
New York, and in 1947 a subsequent 
replacement delivered another calf, 
this time a bull-calf who was named 
Beauregard by more than 500 en- 
trants in a national contest which 
drew almost 1,000,000 entries. 

Elsie Enterprises, as such, is a 
separate unit of Borden’s general ad- 
vertising department, given over to 
handling the care and repair of the 
traveling boudoir, the countless de- 
tails of traffic plans for tours, and 
the management of licensings. The 
last refers to contracts for various 
manufacturers making playthings, 
dolls, children’s handkerchiefs, 
youngsters, jewelry, soap figurines, 
pitchers, plastic tops and cereal sets. 
More than 100 manufacturers pro- 
duce such likenesses of Elsie or 
Beauregard or both. 4 | 
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Sa 
| ©“ms to float on air:--: 


Corors stand out in vivid brilliance; type and 
illustrations—line or screen—are sparkling sharp 
reproduced on Kodapak Sheet. 

That's one of the reasons for the big success of 
crystal-clear, transparent Kodapak Sheet for signs, 
displays, packages, and novelties—both with ad- 
vertisers and with letterpress, offset, and gravure 
houses. 


And another reason!— 














It’s uniform in gauge: printers prefer it. 
Because Kodapak Sheet is free from bubbles, 
scratches and surface defects—always uniform— 
the printer runs at highest speed, secure in the 
knowledge that waste and spoilage can be held to 
a minimum. 

For names of printers using Kodapak Sheet or 
firms handling it, call our representative or write: 
Cellulose Products Division 
Eastman Kodak Company, Rochester 4, N. Y. 


Kodapak Sheet 


**Kodapak"’ is a trade-mark 







Available in 
rolis and sheets, 
Clear and matte 


MAKES GOOD PRODUCTS BETTER 










Sales offices: New York, Chicago, Atlanta. Sales 
representatives: Cleveland, Philadelphia, Provi- 
dence. Distributors: San Francisco, Los Angeles, 
Portland, Seattle (Wilson & Geo. Meyer & Co.); 
Toronto, Montreal (Paper Sales, Ltd.). 
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NATIONAL BROADCASTING COMPANY, inc 





* SERVICE OF BADIO CORPORATION OF suEBiCa 






RADIO CITY. San Francisco 2, California 





NATIONAL BROADCASTING COMPANY 










CRATSTONE @ Ore November 9, 1953 


LY ene PTERODAC 


Mre. Tidley stared out the window at the top of the tree, then shouted crudely at her 
husband: “Hey, Baldy ... what's got pop eyes, a long beak full of teeth - and great 


big leathery winge? 






& TERVICE OF RADIO COMPORATION OF amEBICs 













Sunset and Vine, Hollywood 28, California 










December 22, 1 
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I realize that this is the festive season and that I should feel all Santa 
Clausy. Believe me, I enjoy a Christmas greeting or friendly carol as 
much as the next gal -- but I'm a secretary who's got a problem. His name 
is Jobn T. Williams, and he's driving me nuts. 






Mr. Tidley put down « stimulating book he had been reading on elementary paleontology 
and thoughtfully considered her question. “Why, that would be a pterodactyl, My Love," 
he said mildly -- "a flying reptile of the Jurrasic Period. But yet," he added frowning, 
“there are two schools of thought on that question. Some say they flew, while others 
maintein that they merely glided. Of course the skeletal structure would indicate ..." 
















For six weeks now I've been trying to finish "From Here to Eternity.” I 
hear it's a good book, but I doubt if I'll ever find out. Everytime I open 
the cover the noise starts: "Mary, get me the latest Nielsen ratings! ... 
Mary, bring me the file on nighttime radio! ... Mary, take a letter!" That's 
bad enough, but his crusades are a psychiatrist's delight. 










“Never mind the details!" snapped Mrs. Tidley. “Just shut up and tell me if the nasty 
things are dangerous!" 













“Dangerous? -- Good heavens no,” smiled Mr. Tidley. He was about to add that nothing 
could be dangerous that's been dead for « hundred million years; but his wife seized a 
broom and hurried out of the room before he could finish. 













This morning he turns on me with a wild look in his eye. "Mary;"he says, 
banging the top of his desk, "do you know that one of the greatest buys in 
Western Network Radio has just become available?" 











Mr. Tidley vaguely remembers hearing the front door slam, then a rush of wind followed 
by a shrill scream. That was the last anyone saw of Mrs. Tidley. 
















"That's nice," I reply. “Ask me who it is!" he shouts. 
calmly, edging toward the door. "ELMER PETERSON!" crows Mr. 








To this day, Mr. Tidley has not forgiven himself for sitting idly by. Now he never 
will know whether pterodactyle fly or merely glide. 









He then goes into a frantic pitch about the fact that Elmer can now be bo 
Wednesday through Friday, as well as Tuesday, for only $663 time “and prog 
per show over all 14 NBC Western Radio Network stations. Pounding and holler- 
ing, he goes on to tell me why Elmer's 5:45 to 6:00 pm time is so ideal for 
















Morel 1: If u hear about something that interests you, don't wait too long to 
investigate -- or it may be gone before you get there. 








dvertisers who want both in-the-home and going-home listening, that Nielsen 








Moral 2 Read this carefully. Because if you're interested in maximum sales in- says that Elmer Peterson's news show averages a half-million Listeners ; er 
pact in California, Washington and Oregon -- here's an opportunity that's aveil- broadcast, not counting the out-of-home tuner-inners, and what a terri y 
able for the first time in 1 ears! The medium is NBC Network Radio; the show tropolitan 


this is when you realize that a sponsor can cover all 14 ma 
coast areas for only $50 per market. 





is GRAND OLE OPRY; and the time ie ripe (7:30 to 6 PM, Saturdays). ae 





















I tell you, this eager-beaver boss of mine has got me so nervo 
to hang up my stocking this Christmas for fear I'll find 
about giving a gal a break? Just pick up the phone and tell i 
want to talk to him. Frankly, I don't care at you talk to him about - 


So - if your sales goals are in the three Pacific States (Grand Ole Opry remains 
sponsored in all other ereas), then here is an advertising vehicle with the RPM* to 
get your campeign into high gear. But act quickly. This is a unigue opportunity that 
may not turn up agein. 

























might discuss Elmer Peterson since he's all eamed-up over hi ight now - 
oa } . 
Sincerely, but at any rate it'll get the man out of hair for a half-ho r 
Jot Do this for me, and I'll let you know how the book tur t 
© R (rating) P (prograz) (cost -per -thousand) Walter C/Tdlleson 


Check these three with me and you'll Account/ Supervisor 
Grand Ole Opry remains the leader. Western Network 
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AESOP'S FOIBLES 


the sfleNTPS and the GRAS | 


Once upon a time there was a grasshopper who spent the entire summer singing, playing 
and lousing up the greensward -- in other words, enjoying life immensely. 





A colony of hard-working ants observed these antics and resented it bitterly. "It isn't 
right,” they'd say angrily, “that stupid insect being so happy while we re working 60 
hard. Anyone can see he's maladjusted!" “Ah, but wait ‘til winter comes, remarked one 
of the ants. "With nothing saved he's sure to starve to death." Thus, with this com- 
forting thought in mind, they toiled on with renewed vigor. 


Then one night in late autumn, when the frost was on the pumpkin and freezing its micro- 
film, the grasshopper realized the good times were over and decided to set out for 
warmer climes. As he was hopping along the sky suddenly darkened, thunder rumbled and 
it began to rain heavily. Undaunted, he searched about until he found an abandoned 
gopher hole in a nearby hill and crawled inside out of the storm. 


flowever as the grasshopper stretched out his legs to be comfortable he dislodged a small 
clod of dirt, which in turn dislodged another. It was a very old hill and none too firm 
from the rain, so this was all it took to set it off. Before you could say Foote, Cone 
and Belding, a tremendous landslide was in the works and sweeping everything before it. 
By the time it had run its course it had wiped out eighty-four trees, three goats, @ 
traveling salesman and an ant hill with which we are already familiar. 





taken a vacation. 
I'm gone I hope jy 





As you can see, 
befitted it. 


ockies and 





Fortunately, for the grasshopper, he was underneath it all and in the morning he dug 






















his way to the surface. As he started to leave he noticed some strange material in the if ita hs a 4 . i oad 
freshly exposed side of the hill. He took a sample to the old family assayer and was # 
amazed to learn that he had discovered uranium. When last seen, he was headed for haa 
Bermuda with a cute cricket from Des Moines. ae aie Sy mae-* P —— a 4 
ne fact th air wit t 
Moral 1: Don't it. A recent survey shows that 9 out of 9 farmers have me . ae ss : 
to the usion that there are more grasshoppers than uranium. je i riggs “ fi ae ae 





Moral 2: But cheer up. You can still relax and enjoy yourself if you'll let those ad 
dollars work FOR you. For example, look at the new PINKY LEE SHOW -- 7, 
million others do. According to Trendex, Pinky has the second highest rated 
show in daytime television. Yet the participation price is low, so chances 
are this may be the sales break you've been looking for. 


jloatingly, 


ho 










PS: for Bill St . 
hiT. Williams just loves to ta a 
Manager, Network Sales early in the x 
Western Division 
March 3, 1954 
wec Sunset and Vine a Hollywood 28, California * HOllywood 9.6161 i 1, 1954 
BC) 
jut Sunset and Vine @ Hollywood 28, California @ — HOMlywood 9.6161 
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DIRECT ADVERTISING 


Building Good Will 
... by Direct Mail 


In one of the most interesting reports at the Direct Mail Advertising 
Assn. convention in Boston, Helen Murray Hall told how NBC’s Pacific 
Division has used a series of off-beat letters to build good will. 


By Helen Murray Hail 
Advertising & Sales Promotion Manager 
Pacific Division 
National Broadcasting Co. 
Hollywood 


We sell that intangible of intangi- 
bles—air! Actually, it’s our NBC 
broadcasting facilities which we sell 
as an advertising medium. But it’s 
still air—you can’t feel it, you can’t 
eat it, and it certainly isn’t as tangi- 
ble a product as a can of soup, an 
automobile or a bar of soap. 

As an advertising medium, our 
sales problems and our methods of 
solving them are bound to be differ- 
ent from those of industries selling 
a mass product with quick turnover. 
Yet there are certain basic problems 
every sales organization faces—and 
it’s some of these basic problems we 
have successfully met by building 
good will by direct mail. 

First of all, we knew we had three 
main sales problems to solve: 


1. The need to build good will with 
our prospects and clients—because in 
selling anything to anybody the first 
requisite is to get a hearing for the 
sales story, to get the prospect to 
listen to it. 

It was extremely important to us 
that our sales representative gain an 
audience with the advertiser ... on 


the friendliest of terms. The sales- 
man had to be accepted as a friend 
—a person that the prospect was 
glad to see. 


2. Our total list of prospects in- 
cluded some 18,000 names, and we 
wanted to get our sales story to all 
18,000 of them. Publication advertis- 
ing was part of our campaign, but we 
felt it wasn’t enough. The personal 
touch was needed, and our five sales 


representatives could not contact all 
18,000 names. 


3. We had availabilities opening up 
from time to time, and we wanted a 
quick way and an attention-getting 
way of giving this information to all 
our prospects. 


> Happily, we were able to incor- 
porate all three purposes and solve 
all three problems in one letter. We 
built good will and made friends, we 
got inquiries from advertisers who 
had been silent for years, and we got 
inquiries about availabilities which 
we offered for sale. 

We decided on letters because 
they’re more personal than a printed 
brochure, and since four letters can 
be produced for the cost of one 
printed piece, we could reach adver- 
tisers on a more frequent basis. 


>Next came the copy slant. We 
knew advertisers and agencies were 





flooded daily with direct mail, so 
something unique had to be done to 
get them to open our letters and 
read them. We decided on a shocker 
—off-beat copy! 

We wanted to make friends of 
these advertisers. One way, we de- 
cided, was to provide a laugh, a 
chuckle, something entertaining to 
break into a busy day’s work. For 
after all, we were in the entertain- 
ment business—and what would be 
more natural for us than to make 
use of the very same thing as the 
product we were trying to sell to 
advertisers. 

We didn’t forget that advertising 
and agency people are a well-in- 
formed and an exacting group. Their 
business is to create and write top 
selling copy, so we knew they could 
be very critical of us if we failed 
in our attempt to amuse them. 


>All this led to the fact that hard 
sell was out—it was going to have to 
be the indirect approach. 

Writing creative copy for direct 
mail that sells is an art—and requires 
the same meticulous attention as 
preparing copy for any multi-thou- 
sand dollar ad campaign, regardless 
of the medium. 

Our budget for direct mail is a 
modest one. But we give the same 
importance to writing copy for our 
direct mail as we would if we were 
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SEND YOUR CATALOG 
AND 1° CLASS LETTER 


TOGETHER IN 


wes 


CMs 
UF ee ENVELOPE 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ... No obligation! 


wy: 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 





. for more details circle 398, page 101 


7, ORCHID PROMOTIONS 
pe ARE 


Waa 


INCREASE TRAFFIC, SALES, PROFITS 
FOR PENNIES 





YOUR DIRECT 
SOURCE 
@ ORCHIDS OF HAWAII, INC. 
nage 


Nat‘! Sales Office: 54 West 56th St. 
New York 19 * Tel.: JUdson 6-8950 
Growing Fields & Packing Plant: Hilo, Hawaii 





. for more details circle 433, page 101 


New eR. 5x. TRAVELING RACK 






Ten Hook-On Trays speed up 
printing, mimeographing, sort- 
ing, inserting . . . keep things 
moving in the mail room. 
Write for folder. 


261 Mill Street All-Purpose Metal Equipment Corp. 


Rochester 14, New York 
. for more details circle 363, page 101 
FSABEORDHLAVSBSEHHE DS OSOCHH DE 
MAKE ‘EM LAUGH! 
Friendly prospects buy quicker. Make 
yours laugh with the ‘’Let’s Have Better 
Mottoes’’ monthly mailings. Unusuai— 
eftective—economical—exclusive. Write 
for details on your business letterhead. 
FREDERICK E. GYMER 
2121 E. 9th St Cleveland 15, Ohio 
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spending fifty thousand dollars a 
mailing on it. Our letters average 
about $100 for a piece of art, pro- 
duction and the mechanics of mail- 
ing to our list of 18,000 names. Post- 
age, of course, is additional, and we 
use first class mail because these are 
personal letters. 


>In the beginning, we sent out a 
letter every week—alternating be- 
tween radio and tv copy. Since then 
direct mail has proved itself as a 
door-opener and as a producer of 
inquiries, and now this frequency 
doesn’t seem to be so imperative. So, 
sometimes there are four letters a 
month—other times only two. 

The letters are signed by sales 
managers and occasionally by their 
salesmen—letters that build these 
men as personalities, just as we build 
and sell stars and talent. 


>The campaign has been running a 
little over two years and it’s worked 
most successfully. For example, after 
one of our “special” letters goes out, 
the next day the phone begins to 
ring — advertisers are calling our 
salesmen—often just to joke or kid 
with them about something that was 
said in the letter. Some even sit down 
and write—with a quip or two of 
their own. 

Occasionally, an advertiser will 
ask permission to adapt the copy or 
the art for some mailing he plans to 
make. The important thing is that 
these advertisers feel friendly to- 
wards our sales representatives — 
they think of them as personalities. 

There’s another aspect, too. We 
find that the advertiser’s secretary 
is also one of our letter fans and 
when one of our salesmen appears 
in her office, he’s her friend, too... 
and she’s going to help him see 
her boss. 


>The illustrations with this article 
show four of our most successful 
letters, and although they are not 
necessarily typical of the entire cam- 
paign, they will give a good idea of 
our approach. 


e Illustration 1°. . . Here is one of 
our most effective sales letters. It 
pulled so many phone calls and let- 
ters from ad agencies and prospects 
that its narrative style was adapted 
to following letters with the same 
happy results. 


e Illustration 2... According to re- 
plies—over 50 of them—this “I’ve Got 
a Gripe” letter was the second most 
successful one we’ve ever sent out. 
Preston Whitney, who produces the 
copy for our mailings, felt that since 
this letter was to be mailed during 
the Christmas season, and everyone 
was probably receiving happy, fes- 





tive cards, a headline with copy such 
as this would be just incongruous 
enough to be read .. . and it was. 
Even the envelope bore a caption, 
slanted to the advertiser’s secretary. 
Printed on it in Gregg shorthand, 
with green ink, was the statement: 
“My boss is driving me nuts! How 
about yours?” Of course, this letter 
builds our sales manager’s secretary 
as a personality ... and she turned 
out to be a good time salesman on 
the phone—plus being a good sec- 
retary. 


e Illustration 3... Here’s one that 
returns to the narrative style. It’s 
been said that whimsy and satire 
are not commercial. This is probably 
true on a broad basis, but it cer- 
tainly doesn’t seem to apply to the 
highly literate groups who make up 
the advertising and top executive 
fraternities. We have other letters in 
the Aesop’s Foibles series . . . and we 
plan to continue the series from 
time-to-time. But we don’t believe 
in concentrating on just one type 
of theme. For this would take away 
from the element of surprise to our 
readers —and never, never do we 
want to forewarn them of what the 
next letter will bring. 


e Illustration 4... This letter was 
the queen of them all! It drew more 
than 60 letters and phone calls of 
congratulations, including some seri- 
ous inquiries about purchasing the 
show. Productionwise, I recall some 
of the headaches that went into 
merely setting up the photo—such 
little things as scouring the neigh- 
boring offices for lipstick-free cig- 
arette butts (a holder was shown in 
the picture). Then there was the 
frantic search for the empty candy 
wrappers that a tidy secretary had 
thrown out—and the reassuring of 
our model that the run in her stock- 
ing wouldn’t show up in the letter. 


> Another of our letters taught us 
an important lesson. It was a “gim- 
mick” letter with an _honest-to- 
goodness Indian arrowhead attached. 
The 400-year-old arrowheads took a 
lot of shopping around to find—and 
as gimmicks, they were expensive. 
So the letter was used for a mailing 
list of a select 200 prime prospects. 
Unfortunately, however, we de- 
parted from our usual style and used 
hard sell copy. What happened? 
Many of our readers were disap- 
pointed and asked our sales repre- 
sentatives, “Why the straight letter? 
What happened to the laughs?” 
Consequently, the following week 
we sent out another off-beat letter. 
It was crammed with copy, but in 
dialogue form and bore no artwork 
—merely the headline: “Write a sim- 
ple, old-fashioned letter, he said.” It 
was signed by a salesman, and con- 








sisted of a supposed pompous, but 
good natured bawling out he had re- 
ceived from his boss. 

Result? The compliments rolled in 
again, and two more members of our 
sales force are beginning to be 
thought of as personalities instead 
of salesmen. 

All of which would seem to indi- 
cate a basic moral which should not 
be violated— once you've beaten a 
path to the door, never backtrack. 
If you do, you'll be sorry . . . and 
what is worse, so will be the folks 
who read your mail. 44 


Full Color Post Cards 
Produced at Low Cost 


Full-color postcards for direct ad- 
vertising uses are being offered by 
the Louis Frey Sales Organization 
(Newark) at prices as low as 4¢ 
each. The cards are printed in four- 
color process, one side only, on white 
9 pt. coated one side post-card stock, 
trimmed to 314x53¢”, with or without 
bleed. 

Quantity prices are: 500M at $2.90 
per M; 750M at $2.64 per M;; first 
1MM at $2.50 per M, and over 1MM, 
$2.10 per M. Larger sizes in mul- 
tiples of 344x53g” are also available. 

The prices include a free full-color 
layout, finished mechanical, photog- 
raphy, retouching and process color 
proofs for approval. Additional in- 
formation, complete price lists and 
samples are available. 


For your copy circle No. 303 on the 
Reader’s Service Card inside back cover. 


Addressoplate Corp. Folder 


Lists Company’s Services 


“No More Worry about Typists 
and Clerks,” says a folder describing 
services offered by Addressoplate 
Corp. (New York). The company 
operates an addressing and mailing 
list maintenance service exclusively 
for publishers. 

Services offered include supplying 
of cabinets, trays and storage space 
without cost, addressing of wrappers, 
dick strips or magazines, and main- 
tenance of subscription lists with ad- 
dition of new subscriptions and re- 
moval of expirations, according to 
the folder. 


For your copy circle No. 304 on the 
Reader’s Service Card inside back cover 


Free Brochure Describes 
New Envelope Inserter 


A new automatic envelope insert- 
er, the Model 51 Insert-O-Matic, is 
described in a brochure, “Does the 
Work of 5 Girls,” available from 
Printing Devices Inc. (Melrose Park, 
Tll.). 


The Model 51 is a table model, 18” 
high, requiring a table space of 
40x16”. It has a speed of 3,000 in- 
sertions per hour into any standard 
envelope No. 6 to 10 inclusive, in- 
cluding odd sizes and window styles. 
Two separate feeding stations, one 
for envelopes and one for enclosures, 
are designed to insert from one to 
six folded sheets with or without 
staples. Multiple enclosures—letter, 
folder and reply card, for example— 
are collated and fed as a unit. 
Insert-O-Matic is priced at $795 
and is guaranteed for one year 
against defective materials and 
workmanship. The rubber rollers 
carry a three-month guarantee. 
Check detector, flap closing and seal- 
ing attachments also are available, 
according to the brochure. 


For your copy circle No. 305 on the 
Reader's Service Card inside back cover. 


‘Business Briefs’ Enters 
llth Year of Publication 


Business Briefs, nationally syndi- 
cated external house organ which 
was born in 1944, recently celebrated 
its 10th birthday. Published by Wet- 
more & Co. (Houston, Tex.), the 
monthly 6x9” four-pager features an 
editorial style that mixes humor and 
easy-to-read business news. 

The external publication is printed 
in two colors and copy is slanted to 
the male reader. Example: a sug- 
gested slogan for a bra manufacturer 
—“We Fix Flats.” 

Firms using the publication to send 
to customers and prospects range 
from ad agencies to manufacturers. 
A 21%” space is provided at the bot- 
tom of the back page for imprinting 
company name and address, trade- 
mark, slogan or brief selling mes- 
sage. 

Full particulars are available from 
the publisher. 


For your copy circle No. 306 on the 
Reader's Service Card inside back cover 


Publish Mail Bulletin 


Two leading direct mail authori- 
ties have combined their efforts to 
produce a new semi-monthly news 
bulletin, “Let’s Make Direct Mail 
More Profitable.” Under the joint 
authorship of Edward N. Mayer Jr., 
president of James Gray Inc. (New 
York), and Earle A. Buckley, di- 
rector of the Buckley Institute 
(Philadelphia), the bulletin will be 
available to a limited number of 
subscribers. 

The service will include personal 
replies to the subscriber’s questions. 
Additional details are available. 


For your copy circle No. 307 on the 


Reader’s Service Card inside back cover 


| 
| 












(fe 
A 
ae 

6 em 


S7= SS 
Win Gs x // 


JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addressographing, 
addressing, multigraphing, fill-in on 
multigraphed letters and planographing. 








Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 


Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


Te Lier Shop ie 


431 S. Dearborn St. + Chicaao 5, Illinois 
. for more details circle 418, page 101 















“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 


PR FE rubs off clean 
CG “ro, FOR THE GRAPHIC ARTS A MUST. 
AR, Ace MENY A size for every purpose. Sold 
hesi,. by Stationery, Artist Supply and 
N Photographic Dealers every- 
Ring? where 
Shi htgXs 
Wiig. UNION RUBBER 


& ASBESTOS CoO 
TRENTON, N. J. 


. for more details circle 464, page 101 


How’s Your 


BUSINESS CARD? 


Get our new Business Card Buyers’ 
Guide and find out! This unique 
Business Card 


guide, containing a 
Analysis Chart, is free—without ob- 
ligation—to users of 5,000 or more 
cards a year. To get yours, just send 
us a sample card, noting quantity 


used per year. Write: R.O.H. HILL, 
INC., 270 AR 5 Lafayette St., New 
York 12, NY. 





. for more details circle 407, page 101 





December 1954 ¢ ar « 39 








Special 
Report 

from 
Washington 





Simplification of Regulations 
Keynote of New Postal Manual 


By Stanley E. Cohen 
AR Washington Editor 


A lot of the mystery that has 
shrouded the use of bulk third class 
and other special mail services has 
dissolved as a result of the publica- 
tion of a new “Postal Manual” com- 
pletely rewriting the rules and regu- 
lations governing all classes of do- 
mestic and international mail. 

This is not simply a new edition 
of a previously published reference 
work. It is an entirely new publica- 
tion packing into 268 pages informa- 
tion formerly spread through more 
than 4,000 pages of the Postal Laws 
and Regulations, The Post Office 
Manual, the Postal Guide and the 
Book of Instructions of the Postal 
Transportation Service. 

Postmaster General Arthur Sum- 
merfield describes the new manual as 
the “first over-all reappraisal, con- 
solidation, modernization and reissu- 
ance of regulations since the days of 
Benjamin Franklin.” That’s no exag- 
geration! 


>The Manual is part of an effort to 
make postal regulations more easily 
understood by the public. 

The project is based on the belief 
that the old rule books had accumu- 
lated far more detail than the public 
needed. One thing was immediately 
evident, the task force handling the 
assignment felt—there certainly was 
no need to burden the public with 
minute details of internal procedure. 

So the newly published Manual is 
confined to things the public needs 
to know. Thousands of pages of 
other instructions, useful only to 
postal employes, are to be summar- 
ized in separate chapters which will 
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be distributed only to employes and 
officers of the department. 

The Manual covers rates, fees, 
types of service, and conditions gov- 
erning the use of each service. In the 
near future it will be supplemented 
by a new two-part Postal Guide. 
Part I will be a directory of post 
offices, useful in determining parcel 
post rates and identifying post of- 
fices. Part II will be a directory of 
foreign mail rates and conditions of 
mailing. 


> While mailers have indicated their 
gratitude to the department for col- 
lecting its rules in one easy-to- 
handle book, they have been par- 
ticularly lavish in praising the sim- 
plified language that has been used 
to explain the rules and regulations. 
Complicated dissertations carried for 
decades in the old “Postal Laws and 
Regulations’ have disappeared. 
Many procedures are explained in 
succinct outline form. 

Drawings are used frequently in 
the Manual to replace hundreds of 
words of text. Detailed packaging 
standards for thousands of items 
shipped in parcel post have been 
dropped. The rule simply says that 
packing should be adequate. To help 
mail users understand proper pack- 
ing procedures, a series of drawings 
are used to show recommended ways 
of wrapping such items as fragile 
glassware and books. 

“Businessmen and other large 
users of the mails should find the 
drawings and the simplified language 
make for a valuable and time-saving 
handbook,” Mr. Summerfield ob- 
served. “The new instructions can be 
understood and followed by any em- 
ploye, whether he has shipping ex- 
perience or not.” 


>The editors ruthlessly stripped 
away obsolete rulings and regula- 
tions which served no purpose other 
than to harass the mailer. Nobody 
could remember why a rule was 
written requiring bulk mailers to 
imprint their mailing pieces with a 
reference to obscure sections of the 
Postal Laws and Regulations. So that 
old chestnut is gone. The mysterious 
reference to P. L. and R. need no 
longer be carried on permit mail. 

Here’s another one: For more 
years than anyone can recall, the 
rule book specified that no more than 
a third of the address side of a gov- 
ernment postcard could be used for 
an advertising message. Editors of 
the Manual couldn’t find out why 
the 33144% limit was enforced on 
government cards, while users of 
private cards could devote 50% of 
the address side to messages. So 
here’s a change. Advertisers may use 
up to 50% of the address side of gov- 
ernment cards, too. 

The Manual is loaded with infor- 
mation vital to mail users. For ex- 
ample, it reports that you have only 
two days in which to return dam- 
aged stamps sold to you by the post 
office. Unmutilated postal cards are 
exchanged at 75% of value. Bulk 
mailing permit fees will be refunded 
if no mailings are made in the year 
covered by the permit. “A refund of 
the difference between the airmail 
rate and the appropriate surface mail 
rate for the class of matter involved 
may be refunded when an airmail 
article fails to receive air transporta- 
tion due to fault of the 
service.” 


postal 


>Some of the changes are designed 
to make things easier for firms us- 
ing meters. Meter strips used on 
packages need no longer be dated. 
And a bulk mailer no longer pays 
a penalty if his metered mail is mis- 
dated. 

Some of the most important gains 
have gone to users of second and 
fourth class. An unbelievable amount 
of “postal folklore” that smothered 
the second class users has been 
abandoned. For fourth class mailers, 
the rules on unmailable items have 
been greatly revised, opening the 
way for mailing of many items which 
were previously under strict control. 
Many types of aerosols, for example, 
may now be mailed so long as they 
are in containers which meet the 
requirements of the Interstate Com- 
merce Commission or some other 
duly authorized agency. 

The housecleaning in the second 
class rules is truly dramatic. Old 
rules which enabled postal officials 
to keep tight control over the typog- 
raphy of publications, and particu- 
larly of the advertising pages, have 





been stripped away. The Depart- 
ment’s supervision of second class 
had gone to the point where it even 
required publishers to get its ap- 
proval before entering into circula- 
tion promotion contracts with sales 
agencies. This kind of interference 
with the business activities of pub- 
lishers has gone by the boards. 


> While many of the rules for peri- 
odicals mailed as second class have 
been relaxed, several new gimmicks 
have been introduced in an effort to 
keep house organs and advertising 
brochures from qualifying for sec- 
ond class rates. Among the publica- 
tions barred from second class, ac- 
cording to the Manual, are “those 
owned or controlled by individuals 
and business concerns and con- 
ducted as an auxiliary to and essen- 
tially for the advancement of the 
business,” and “those published un- 
der a license from individuals or in- 
stitutions and that feature other 
businesses of the licensor.” 

Periodical advertising can be more 
imaginative. Pages can be die-cut 
and deckle edged, and can fold out 
and up. They may have illustrations 
and photographs attached, have 
blank spaces for filling in, and may 
have sections designated for tearing 
out and saving. Samples may not be 
attached to advertising pages how- 
ever, if the ad is inserted in a peri- 
odical mailed at second class rates. 
And coupons are still confined to no 
more than a half page. (This is speci- 
fied by law.) 


>Since the Manual was prepared 
without consultation with outsiders, 
Mr. Summerfield has issued a blan- 
ket invitation for mailers to look it 
over and send in their comments. He 
says the current edition is a tem- 


porary one. If sufficient comments 
are received, a revised edition will 
be issued in the very near future. 

Mailers have been taking him at 
his word. Many have written in to 
simply express their thanks for the 
blow that has been struck in their 
behalf. Occasionally they have a 
suggestion for the revised edition. 
For example, a newspaper publisher 
in a small eastern city points out the 
second class rules discriminate 
against small publishers because 
newspapers are not allowed to carry 
advertising sections printed outside 
their own plants. “That means chain 
stores can buy whole sections in big 
city papers that have facilities for 
color printing. But they can’t bring 
the pre-printed sections into our 
plant and pay to have them included 
in our paper, even if they want to.” 

Postal people say his complaint— 
with the many others coming in— 
will go into the hopper. By early 


next year, the new edition may be 
on its way. Unless there’s a com- 
pelling reason why it can’t be done, 
this man and many others may find 
their suggestions carried out. 44 


Reference List Offered 


For Market Researchers 


Although the depth interview has 
replaced it in popularity within re- 
cent years, the word association 
method for motivation research re- 
mains the most sensitive and flexible 
technique for marketing researchers, 
according to James M. Vicary Co. 
(New York), marketing and opinion 
research organization. 


Vicary is offering an annotated 
bibliography of word association ref- 
erences that should be helpful to all 
persons interested in market re- 
search. The bibliography lists 33 ref- 
erences under seven separate cate- 
gories: 

e General business applications. 

e Food Problems. 

e Advertising and Copy Testing. 

e Public Relations and Public Affairs 
Problems. 

e Methodology & Clinical References 
of Value to Marketing Researchers. 
e Historical Material. 

e Printed Sources of Basic Tables. 


For your copy circle No. 308 on the 
Reader’s Service Card inside back cover. 


His Majesty—The Media Rep 


There appears to be a new day dawn- 
ing for the often berated space or time 
peddler. Time was, at least according 
to the men with the heavy briefcases 
and well-worm timetables, when the 
media rep was treated by agencies like 
a garbage collector at a society wed- 
ding. 

But times have changed—at least at 
Westheimer & Block. The St. Louis 
agency has announced a new seven- 
point program for the convenience of 
media reps and other suppliers. 

When one of these callers arrives at 
W & B, he is handed an attractive 
5'2x82" French-fold folder. Printed in 
black on a fancy gray cover stock, 
the piece has a pace-setting cartoon 
with the theme, “Welcome to West- 
heimer & Block,” on the front cover (see 
cut ). 

Inside, illustrated with informal line 
sketches, are two sections—'"Whom Did 
You Wish to See?” and “You May Wish 
to Take Advantage of These Services.” 
The first section lists all of the agency 
principals—partners, account executives, 
copy chief, art director, production man- 
ager and media director. 

The second section lists these seven 
services: 

@ Want to Make a Phone Call? ... We 
have placed a phone in the reception 
room for your convenience. Lift the 
receiver and wait for the dial 
before dialing. 

e@ Need Travel Reservations? . . . The 
receptionist will be glad to make rail or 
train reservations for you, check arrival 
and departure times, or call a taxi. 

@ Want to Freshen Up? .. . The men’s 
washroom is located off the main hall. 
Turn right at the water fountain. 

e Want Coffee? . . . Coffee is served in 
our offices between 9 a.m. and noon. 
The receptionist will be happy to take 
your order. 


tone 


e@ Need Secretarial Help? ... If you 
need help in getting a quick letter or 


note typed, one of our secretaries will 
lend a hand. 

@ Need a Place to Park? ... We have 
made arrangements at the Associated 
Garages Inc. for free parking for our 
out-of-town guests. This garage is lo- 
cated on the northwest corer of Seventh 
and Delmar, four short blocks north of 
our offices. Just tell the attendant you're 
the guest of Westheimer & Block. 


e@ Will You be in St. Louis Overnight? 
. Perhaps we can help get you a 
room at one of the hotels, or tickets to 
a ball game, concert or the theater. Let 
us know and we'll do the best we can. 
A W6&B executive explains that this 
program has been set up to minimize 
the time waste representatives often are 
forced to undergo in waiting to see 
people at the agency. ‘So many people 
call at the agency in a day’s time that 
it is impossible to see them all as they 
arrive. Waiting often is unavoidable. 
We want to make the waiting as pleas- 
ant and profitable for them as we pos- 
sibly can.” 
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By Arthur E. Irwin 


Director 
Premium Advertising Assn. of America 


The current boom in the use of 
premiums has led many advertisers 
to regard the premium tool as a 
“cure-all” for sales ills. 

Whether the real root of the prob- 
lem lies in a sagging sales force, in 
the product itself, in the package, or 
in price or discount policy (to name 
but a few), “just give me a good, 
hot premium,” say the short-sighted 
optimists, “and we'll lick this thing 
quickly.” 

The fact that very often a good 
premium will provide a temporary 
stimulus even in a very “sick” situ- 
ation does not make this kind of 
thinking any less wrong. 


>I have seen a few situations re- 
cently where the premium operation 
was an outstanding success—but the 
patient’s product died on the vine. 

This may sound strange coming 
from one whose business it is to sell 
premiums, but the premium device 
definitely is not a cure-all. 

A premium promotion is worth 
carrying out only when it is part of 
a sound, coordinated plan of adver- 
tising, merchandising and distribu- 
tion . and when it fits into that 
plan so as to give the consumer an 
extra reason for buying, the retailer 
an extra reason for displaying, and 
the distributors and salesmen an 
extra reason for selling the product. 

Once the premium device has been 
chosen because it belongs in such an 
over-all plan, there still remains the 
problem of selecting the right kind 
of premium. 


Mr. Irwin is sales manager of the Special 
Contracts Divicien. The International Silver 
Co. (Meriden, Conn.). 
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>Like every other sound tool of 
selling, there are as many kinds of 
premium promotions as there are 
creative promotion men. There are 
dealer premiums, coupon plans, con- 
tests, in-store promotions, self- 
liquidating premiums, package band 
offers, factory packs . and many 
more. 

My associates and { at Interna- 
tional Silver each month find our- 
selves advising several would-be 
customers that our kind of premium 
is completely wrong for their par- 
ticular problem. 

When I say “our kind of premium” 
I am referring to direct-to-consumer 
premiums primarily—the subject of 
this article. These are probably the 
most widely known, which may ac- 
count for the number of inquiries we 
get from people who should be using 
coupon plans, dealer promotions, or 
some other phase of premium ad- 
vertising. 

But consumer premiums are not 
necessarily the most effective in 
solving a particular sales problem. 


> When and where to use a con- 
sumer premium rather than another 
kind of promotion requires a careful 
analysis of the market and sales 
problems of each product. Even to 
touch on the ramifications of such 
an analysis would require volumes. 

But let's assume that such an 
analysis has been made (and made 
correctly!) and the answer is that a 
consumer premium is the prescrip- 
tion for what is ailing your particular 
product. Let’s go one step further 
and assume that an especially good 
premium has been picked for the 
promotion—either a “self-liqui- 
dating” mail-in (which means that 
the customer sends enough money 
along with the proof of purchase to 





Follow Through- 


cover the premium’s cost, packing, 
handling and mailing), or a premium 
attached to or packed in the package. 
Selecting the right consumer pre- 
mium is not a simple step in itself, 
by the way. The premium chosen 
must have a broad consumer ap- 
peal. Even more, it must offer both 
quality and exceptional value in 
order to compete in today’s market. 
It must be one that can be sold 
simply and quickly. Its value must 
be instantly recognizable so that too 
much valuable copy space won’t be 
consumed in selling the premium 
rather than the product. And the 
offer must be as nearly self-explana- 
tory as possible—a picture, a few 
words of text, and the consumer 
should have the idea and like it. 


> At the point when the idea of a 
consumer premium promotion and 
the actual selection of a premium 
have taken place, the real troubles 
of many advertisers begin. 

A successful premium promotion 
needs the right kind of follow- 
through. It is not enough to trust to 
the premium to do the job without 
support. 

Time after time, I have noticed 
a peculiar phenomenon in the work- 
ings of some corporations. A lot of 
effort, thought and ingenuity will go 
into the decision to use a consumer 
premium; then somewhere along the 
line someone will lose interest and 
neglect the follow-through necessary 
to make that premium promotion 
work. 

Just what is involved in the right 
kind of follow-through? 


>First—the selection of the proper 
media. 

And on this subject of media selec- 
tion, I am going to get controversial 
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. With proper apologies, of course, 
to all the space and time salesmen 
who may read these words. It has 
been our experience that the single 
most effective medium through 
which a consumer premium can sell 
the product is the package itself. 

The purpose of a premium offer is 
to move merchandise off the shelves, 
and the closer the advertising for the 
premium can get to the package, the 
more effective it is in achieving that 
purpose. Advertising on the package 
works best. Where this is not fea- 
sible, advertising affixed to the pack- 
age by a band, a point of purchase 
display, or the premium itself should 
take top priority. 


> Probably the most resounding pre- 
mium success in recent years has 
been General Mills’ use of miniature 
license plates as a Wheaties premi- 
um. Astute use of the package itself 
made an important contribution to 
this success. 

A new Nabisco Shredded Wheat 
premium idea, just being introduced 
this fall, promises to rival the 
Wheaties achievement. Capitalizing 
on the tremendous interest in sports 
cars, Nabisco prints on the package 
cut-out models of a number of sports 
cars. An ingenious and simple rub- 
ber band-powered “motor” is en- 
closed in each package. 

Most premium men predict that 
Nabisco’s promotion will register a 
healthy sales increase, not only be- 
cause of the idea behind it, but be- 
cause that idea is intimately linked 
with the product package. 


> Lipton Tea followed this principle 
in recent in-store promotions in se- 
lected areas. A silverplate teaspoon 
was banded to each package of tea. 
The result was that some housewives 
bought six packages of tea at one 
time—almost a year’s supply for some 
families!—in order to get a set of 
teaspoons. 

This kind of impulse selling, an 
area in which premiums are espe- 
cially strong, seldom takes place 
without the impetus of a close asso- 
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ciation with the package at the point 
of purchase. 


> Second on the priority list is point 
of purchase display. 

Again, advertising where the pur- 
chase is made seems to move more 
merchandise faster. This is especially 
true in the case of premium promo- 
tions because retailers are more will- 
ing to give display space to a pre- 
mium display. 

As a matter of fact, many retailers, 
especially supermarket operators, in- 
sist on adequate point of purchase 
support if they are to cooperate with 
a premium promotion. Joseph E. 
Bildner, the “Mr. Joe” of New Jer- 
sey’s King Markets, recently listed 
these requirements for an “ideal” 
super market premium promotion: 
window signs, over-the-wire pen- 
nants or banners, shelf talkers, dis- 
play sign, bag stuffers, special dis- 
play packages, reminder buttons and 
hats, newspaper mats, and electros 
for cash registers, among others. 


> Few budgets can afford this “ideal” 
supply, but properly used and prop- 
erly designed so that the retailer can 
make maximum use of it, a point of 
purchase display can sometimes 
carry the entire burden of adver- 
tising a premium promotion and reg- 
ister a healthy sales increase. 

Best Foods and its agency, Dancer- 
Fitzgerald-Sample, recently proved 


How To Follow Through .. . To be suc- 
cessful, a premium should have the proper 
follow through. Three examples are: 
Point of purchase display ... (top) this 
counter display was the only advertising 
for an effective Nucoa premium. 

Dealer tie-in ads . (center) another 
good follow through are dealer ads like 
this one for Birdseye. 


Package ads (bottom) Kellogg’s 
packages are the main medium used to 
offer silverware premium. 
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RCA VICTOR 


premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 
cereal? Give your sales message 
yersonal contact — let RCA Victor 
ie you rez ach the ears that bring 
results in an entirely new way with 
an RCA Victor promotion record. 
Example: Sales training, talking 
displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 
realizing increased sales with 

RCA Victor premium recordings. 


Write, wire Dept. AR-12 or phone today 
for all the facts 


630 Fitth Ave.,Wew York 20, N. ¥.—JU dson 2-5011 
445 W. Lake Shore Dr., Chicago 11, il!.— Wiitehall 4-3215 
1016 W. Sycamore Ave., Hollywood 38, Cal.— HOlivweed 4-517! 


eA) Custom 
Record 
Sales 
WS MASTER'S VOICE txs® 


RADIO CORPORATION OF AMERICA RCA VICTOR DIVISION 


. for more details circle 445, page 101 
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e RARE and EXOTIC i 
FOODS FROM ALL oa 


—Exquisitely Packaged 
for Christmas Giving 





-.. Spicy hors d'oeuvres from Paris v 
-- delicious sauerbraten and wild- ¢Y4,>”, 
boar roast from Germany 
.- fragrant fruit preserves from 
Hawaii 
.--Savory partridge from Ireland . 
.-. luscious candies from Italy 
++. Wine-drenched cheeses from 
Holland z 
+, ++. tangy smoked shrimp paté from 
’ Japan ” 
..and a thousand more mouth ,,*” 4, 


; watering delights! / 
* Imagine how thrilled your friends, 
iS 





“clients, business associates, etc., 
will be to receive a delectable as- = 
sortment of world-famous foods “3F 
from every quarter of the globe— «.© 
a packaged for Xmas giv-  %** 
by Bonne Chose! This year— wy 
give the gift that is truly different, b 
exciting to receive, delightful to ( Ss 
consume — never forgotten! Send y 
for our free catalog at once. 
» 


Dy Bonne Chose ‘A : 


ae Sone eS. Newark 5, M. J. 
Ger ena erS) 


BONNE CHOSE, Dept. 22 
1199 BROAD ST., NEWARK, N. J. ] 


Please send me your free catalog of. gourmet | 





1 delights from all over the world. 


=| 
GED Gum Gib GUD GED GUI GED GED GED GED GED GED GED GED 


. for more details circle 379, page 101 
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this point with a premium for Nucoa 
margarine, tied-in with a national 
advertising campaign stressing the 
nutritive values of the product. The 
only advertising for the premium 
offer—an initialled baby spoon for 
25¢ and a label from the product— 
was a novel point of purchase dis- 
play, featuring an actual spoon at- 
tached to the display card under an 
acetate protective covering. 

This Nucoa experience illustrates 
an important principle in creating 
point of purchase displays for pre- 
mium offers: if the consumer can 
actually see and judge the quality 
and value of the premium, its im- 
pulse-selling impact is greatly in- 
creased. 


> Quaker Oats Co. probably had one 
of the most difficult point of purchase 
problems recently in its “Home for 
All America” contest for Aunt Je- 
mima pancake and buckwheat mixes. 
Like all contests with merchandise 
prizes, it is impossible to display the 
actual prizes at tens of thousands of 
points of purchase. In this case, the 
key prize was a house. Of course, a 
two-dimensional photograph is the 
simple solution, but Quaker Oats and 
its agency, J. Walter Thompson Co., 
heightened the impact considerably 
by using a three-dimensional display 
which gave a much greater “sell” to 
the house. 

Since the display was associated 
with the entry blanks, and the entry 
blanks called for a boxtop as proof- 
of-purchase, the extra expense and 
ingenuity involved in this point of 
purchase piece was more than justi- 
fied. For it resulted in a substantial 
visual impact in as close association 
with the package as possible. 


> Away from the actual point of pur- 
chase, the ways in which priorities 
are assigned to media shift according 
to the particular product situation. 

In general, I would assign third 
place to cooperative newspaper ad- 
vertising, largely because it involves 
the retailer more closely than other 
media and because the timing of the 
advertising is more flexible and can 
allow for variations in distribution. 

Then there are the national media 
normally used for advertising of the 
product—national magazines, news- 
papers, radio, tv, farm papers and 
business papers. In some situations, 
one medium is more effective than 
others. Where the premium is tied in 
with a radio or tv personality, for 
example, that particular medium be- 
comes a “must.” Arthur Godfrey’s 
ukelele provides one demonstration 
of this fact. 


>A particularly interesting experi- 
ment in the radio-tv tie-in field was 
conducted by Crosley Broadcasting 


Corp. for its WLW radio and tele- 
vision stations in Cincinnati, Atlanta, 
Columbus and Dayton (see “Opera- 
tion Sunburst,” Oct. AR). With 
proof-of-purchase of the sponsor’s 
product, the consumer got a set of 
six 15-oz. glass tumblers decorated 
with pictures and signatures of the 
stations’ stars. 

Similarly, General Cigar Co., which 
sponsors sportscasts of the New York 
Yankee baseball games, promotes its 
offer of free tickets and autographed 
baseballs via the most suitable medi- 
um—radio and tv. 


>The Welch Grape Juice Co. 
through Kenyon & Eckhardt, worked 
an interesting variation on the tv 
tie-up with an in-store promotion 
featuring “Howdy Doody” spoons. 
The retailer received a free supply of 
spoons with his purchase of Welch’s 
grape juice, along with display ma- 
terial for his promotion, advertising 
mats, and a wealth of promotional 
material. The retailer’s campaign 
culminated with the award cf a 
“Howdy Doody” spoon to a number 
of lucky winners. 

This Welch campaign scored a re- 
sounding success based on some of 
the principles discussed above, re- 
sourcefully applied in an ingenious 
combination that produced results. 

It exploited the company’s tv show 
to the fullest, then concentrated the 
impact at the point of purchase. It 
involved the retailer and helped his 
sales. It also linked the display with 
the product for maximum selling 
effectiveness, and actually displayed 
the premium so that the consumer 
could see and judge its value and 
appeal. 


>One medium often neglected—and 
sometimes disastrously so—is the 
business press. 

Business papers offer a low-cost 
opportunity to merchandise the pre- 
mium offer to retailers and distribu- 
tors, not only for the purchase of en- 
listing their support for extra dis- 
play, but to soften the ground for the 
salesman who must make the final 
deal which moves the product. 

Of course, the ideal situation is one 
where all media are used effectively 
on a promotion. 

But this ideal situation is seldom 
within reach of any one advertiser’s 
budget—even a very large advertiser. 
The more competitive the product, 
the more demands there are on the 
budget. 


> Kellogg, for example, has been 
running a silverware premium pro- 
motion for the past five years. The 
basic offer is for four initialled tea- 
spoons in a silverplate pattern de- 
veloped exclusively for Kellogg (75¢ 
plus proof-of-purchase). 
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pint of quert size jar of 
SALAD DRESSING 


MAYONNAISE 








Double Dose .. . This Ann Page mayon- 
naise premium was promoted through a 
“‘tear-off'’ coupon on the package and 
supported by a bin rise display card. 





Continuity of purchase is en- 
couraged by repeat offers of other 
pieces, so that the consumer can 
accumulate a complete set of silver- 
ware. Once embarked on this proj- 
ect, the consumer is less likely to 
switch brands in mid-stream. 

Over the years, Kellogg’s major 
reliance in promoting this premium 
has been on the package itself. Either 
the back or side panel of a variety 
of cereals is consistently used. 










>In special situations, however, ad- 
ditional advertising media are called 
into play to stimulate and reinforce 
the sales appeal of the package. 

One such special situation this fall 
involved a series of five new package 
panel offers. From its versatile arse- 
nal of advertising weapons, Kellogg 
and its agency, Leo Burnett Co., 
selected three media—women’s mag- 
azines, radio and tv. The media were 
chosen for particular effectiveness ir 
the section of the market which Kel- 
logg wished to reach. Double-page 
color spreads were run in True Story 
and Household, and radio and tv 
advertising was scheduled on the 
CBS network via “Art Linkletter’s 
Houseparty.” 

Each medium does a specific job: 
each reinforces the other. Since few 
budgets can use all media to the full- 
est, the criterion should be (and, 
unfortunately, sometimes is _ not) 












which media can be used most 
effectively to follow-through for 
maximum results in any specific 






premium promotion. 


>The second major area where fol- 
low-through is essential is in the 
matter of proper timing. 

From production of the package 
to the appearance of the package on 
the retailers’ shelves is a long haul. 
En route, all sorts of things can go 
wrong. 

Where a premium offer is prop- 
erly tied-in with the package at the 
point of purchase, media advertising 
















must be scheduled to coincide with 
the arrival of displays, packages and 
local promotions. Early, and much 
impact is wasted. Late, and precious 
display time is lost. 

This seems rudimentary, but very 
often poor timing of one phase or 
another of a premium promotion is 
responsible for an expensive flop. 
Someone in an out-of-the-way de- 
partment confuses the cover date 
with an on-sale date of a few pub- 
lications, and chaos reigns. 


>A look at the Kellogg promotion 
mentioned above illustrates some of 
the factors involved in timing. 

Five new package panels were 
developed early last spring. Plates 
were finished, cartons printed and 
filled, and shipping begun by August, 
so that the packages bearing the offer 
would reach dealers’ shelves across 
the country by early September. 

At the same time, Leo Burnett Co. 
prepared and scheduled its advertis- 
ing in the October issues of True 
Story and Household, on sale in early 
September. Radio and tv copy was 
timed to coincide with the arrival 
of the packages at the retail level. 
Salesmen’s bulletins and other mer- 
chandising material, too, had to be 
ready in August. 


> While all this activity was going 
on, we at International Silver were 
coordinating our efforts with Kel- 
logg’s. Advance production of silver- 
ware had to be scheduled to meet 
the anticipated response. Not only 
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ADVERTISING MESSAGE 
DIPCRAFT MANUFACTURING COMPANY 


Manufactuers of Rubber Toy Balloons, Baby Pants, 
Bathing Caps, Beach Bags, and Latex Specialties 
4830 HATFIELD STREET PITTSBURGH 1, PA. 









MY MOMMY BUYS 





that, but we had to draw on our past 
experience to judge how many pieces 
to initial “A” ... or “B” ...or “ 
—in advance, so that they would be 
ready for shipment on the day that 
the order came in. 

On paper, all this detail sounds 
relatively uncomplicated. In practice, 
it calls for careful control, seasoned 
judgement, and accurate follow- 
through. 


>The third key area calling for as- 
tute follow-through is that of ful- 
fillment. 

Apparently few things enrage a 
consumer as much as late shipment 
or failure to ship a premium after 
he (or usually she) has gone to the 
trouble of detaching the proof-of- 
purchase, wrapping money or a 
check, mailing her order, and then 
having to wait ... wait... wait! 

Manufacturers of some premiums 
arrange for fulfillment for the adver- 
tiser. That is the way in which Inter- 
national Silver usually operates with 
a mail-in premium. Other advertis- 
ers use one of a number of excellent 
fulfillment organizations. 


>It is vital that the advertiser check 
his own or his supplier’s fulfillment 
facilities. Not only must orders be 
shipped promptly, but they must be 
sent safely and accurately. Mrs. Zy- 
boski is not likely to appreciate the 
most beautiful set of silverware when 
it arrives handsomely monogrammed 
with the letter “S”! 

A careful record of customer or- 


AT THE STORE THAT 
GIVES AWAY 
DIPCRAFT BALLOONS 


DIPCRAFT 


BALLOONS 


Will Carry 
HOME Your 
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Appliances 


Smart Appliance 
Makers use Balloons to . 
e swell sales in nv N\ 


areas 


e give drooping prod- 
ucts a lift 


e boost dealer and ; 
distributor enthusi- 
asm everywhere 


Because 


PIONEER Qualatex Balloons 


@ are inexpensive, easy to use 

e have real toy value as 
premiums 

e carrying printed adver- 
tising far and wide 








A 


Get ideas, samples. 
and imprint information 
from our Premium Dept. 


Write ny $0 cee 





oa Pongzn man, 
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INVISIBLE INK 


POST CARDS are NEW 
DIP IN WATER and “Presto”’ your own 
Message and Greeting Appears Instantly. 
When Card is Dry—Message Disappears. 


When Dipped in Water Again Message Re- 
appear®rs. 


Same Card can be Used Many Times. 
HORSE RACE Charts with Invisible Ink 
Winners. 

MAGIC HORSE RACE Tissue. Start 
Race with lighted Cigarette for Winners. 
JOBBERS WANTED 
Get Free Sampes and BIG Catalog 


M. E. MOSS AND CO. 
11 Irving St., HARTFORD 8, CONN. 
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Conversational GIVE-AWAYS 
Salesmeetings and Conventions 
Designed as goodwill quips and inneundo 
sparks—priced for mass distribution. Imprinted 


company name etc. Specialty firm representa- 
tives everywhere. 


STAN SPEER Incorporated 
Citizens Bank Building, Prospect, Ohio 
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A Complete Line of 
ADVERTISING SPECIALTIES 
ts Available In 
CANADA 


Ask for our representative to call 


NEIL S. O'DONNELL LTD. 
652 Bayview Ave. TORONTO 17 MA. 0781 
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ders must be kept, so that complaints 
can be followed up. Yet the record- 
ing svstem must be simple and eco- 
nomical else the premium will no 
longer be self-liquidating. 


> The “bounce-back” is another ele- 
ment in a mail-in premium which 
can be highly productive with the 
right kind of follow-through. The 
bounce-back is a repeat offer of an 
additional premium, aimed at en- 
couraging continuity of purchase and 
at discouraging brand switching. 

Rockwood & Co. and its advertis- 
ing agency, Paris & Peart, relied very 
heavily on the bounce-back in a 
recent promotion for its chocolates. 
The initial offer was a solid copper 
skillet for $1.00 and proof-of-pur- 
chase, but each housewife who re- 
ceived the premium found a bounce- 
back folder enclosed offering addi- 
tional units with the copy line, 
“Singly, they’re charming—together, 
stunning!” The result is said to be 
highly important in the candy field, 
as in many others, for a single pur- 
chase as a result of a “one-shot” 
premium constitutes sampling, but 
several repeat purchases tend to 
establish a pattern of consumption. 

Some of our most successful pre- 
mium programs involve this element 
of continuity, especially those where 
the consumer is encouraged to ac- 
cumulate a set of silverware over a 
period of time. 


>There are few mail-in premiums 
where the bounce-back can not add 
a valuable plus at almost no addition- 
al promotional cost. Yet too often 
the bounce-back is neglected through 
lack of follow-through, or messed 
up through lack of an adequate ful- 
fillment system. 

Friendly, courteous letters—form 
letters where possible, personal let- 
ters where form letters can not be 
used—are not only good public rela- 
tions, they are good business. Here 
again, many premium promotions 
are in the period of peak returns 
when someone suddenly discovers 
that there are a few hitches in the 
machinery and a few dissatisfied 
customers. (Almost always there is 
also a handful of congenital cheats 
and confidence men, who write in 
for a premium without enclosing 
payment.) 

Letters prepared in advance and 
mailed promptly take much of the 
sting out of these minor hitches. 
Complaints allowed to accumulate 
for lack of follow-through result in 
a snowball reaction. 


> At each stage in the process of 
deciding on a premium promotion, 
hundreds of so-called “petty details” 
intrude. It is the sum total of these 
details, though, which makes all the 


difference between a successful pre- 
mium campaign and a “dog.” 

Only a few of the key elements 
have been covered here. But next 
time you learn of a premium promo- 
tion which “flopped,” look into it 
and see whether the fault lay in the 
premium or in lack of follow- 
through. 

Eight times out of ten, I think you 
will find that follow-through is the 
answer! 44 


Items for Specific Uses 


Listed in Henry Catalog 


A 16-page catalog of advertising 
specialties designed for such func- 
tions as conventions, dinner and sales 
meetings, shows, service displays, 
demonstrations, etc. is available from 
N. Henry & Son (Chicago). The 
catalog also includes items designed 
for “check-out” girls, housewives, 
point of purchase displays, mainte- 
nance men, dealers and salesmen. 

Listed in the catalog are framed 
plaques, satin banners, pennant 
strings, service advertising aprons, 
ladies’ specialty aprons and trades- 
men’s advertising aprons, printed 
hats, imprinted ties, specialty bibs, 
ribbon streamers, lapel ribbons, hot 
pads, felt pennants, display stands 
and counter cloths. 


For your copy circle No. 309 on the 
Reader’s Service Card inside back cover 





Miss Calendar Girl 1954 . . . Jan Harri- 
son, 26-year-old California beauty, is 
crowned Miss Calendar Girl of 1954 by 
David W. Welday, 1953-54 president, 
Advertising Specialty National Assn., at 
the Fall Specialty Fair in Chicago. Miss 
Harrison, a former school teacher who 
switched to modeling and the theater, is 
the girl on a calendar published by the 
Novelty Advertising Co. (Coshocton, O.). 
She was selected from a group of nine 
finalists, who were pictured in the Oct. 
AR. Miss Harrison, who is married and 
the mother of two children, is the girl 
pictured in the lower right hand corner of 
page 49 in that issue. 











By Alan Berni 
President 
Alan Berni & Associates Inc 
New York 


We're fast becoming a nation of 
self-service shoppers. And most 
manufacturers of consumer goods 
acknowledge that survival rests on 
their success in catering to our rela- 
tively new preference for conveni- 
ently pre-packaged merchandise. 

This self-service trend has been 
developing so swiftly (enveloping an 
ever-increasing range of products) 
and presenting so many new angles 
that thousands of manufacturers 
recognize that this is the “high time” 
to take a look—a long look—at their 
existing packaging and to re-evalu- 
ate all their promotional material. 
There is an awareness abroad in the 
merchandising field that such re- 
evaluation cannot be postponed in 
view of the mounting competition for 
the dollar of the self-service shopper 
and the impulse buyer. 

Because of this sharper competi- 
tion for the consumer’s attention and 
cash (and the rising costs of distri- 
bution), the alert manufacturer or 
marketer knows that the slightest 
error in his packaging decisions can 
prove costly in terms of lost sales. 
But how can he reduce the margin 
of error in his packaging? How can 
he achieve the maximum “selling 
efficiency” in his package? 






solution for practically every) 


when it fails to do its duty at 


The eight packaging problems— 
and their ideal solutions—as pre- 
sented in this tip sheet may well 
convince the manufacturer that mer- 
chandising astuteness is the answer 
—the one reliable key to successful 
modern packaging of a_ product, 
whether it be in the food, soft goods, 
toy or hardware classifications. 

Intensive research has long been 
a “must” with us in determining any 
packaging approach, and the reader 
can see that painstaking research 
reflected in each of these solutions: 


Problem 1: A box for varied pro- 
motions. 


Bond Baking Co. wanted an eye- 
filling package to promote the sale 
of fancy cakes for various holiday 
observances and festivals. The catch? 
The box had to have sufficient versa- 
tility of design to be representative 





When Your Package 


Misfires 


At the 















of any one of the several important 
American holidays. The box we 
evolved and which is admirably fill- 
ing the bill is executed in festival 
colors and has an over-all pattern 
of selected motifs—each individual 
motif representing an American 
holiday. 

For instance, Fourth of July is 
represented by a bursting firecrack- 
er, Christmas by decorated trees and 
bells, Thanksgiving by a turkey, Co- 
lumbus Day by a 15th Century gal- 
leon. A large scalloped window in 
the cover gives the customer a close- 
up of the particular cake the indi- 
vidual box contains. 

Bordered panels in the shape of 
holiday cards boldly feature the 
name “Bond” in the company’s fa- 
miliar logotype. Because of its prac- 
tical versatility and sales-attracting 
qualities the Holiday Cake box won 
the award (in the bakery products 
classification) in the 1954 packaging 
competition sponsored by the Fold- 
ing Paper Box Assn. of America. 


Problem 2: Foolproofing Self-Selec- 
tion of Sizes. 


J. C. Penney Co. was seeking a 
means for more efficient self-service 
merchandising of its Adonna bras- 
sieres and girdles. Our “studied” 
approach provided the answer in the 
form of a triple guide to correct size 
identification and selection. 
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1. The individually packaged bras- 
sieres are “tiered” according to size 
in the display merchandiser, which 
occupies only 18x16” of counter 
space and accommodates six dozen 
bras. The A-cup or small size is in 
the first or front tier; the B-cup or 
medium size is in the second tier; 
the C-cup or large size is in the third 
and last tier. 


2. The packages are color-coded as 
to size. For instance, predominant 
package color of A-cup is pink; 
package color for B-cup is maize; 
the cup C’s are in peacock blue 
packages. 


3. The girth and cup size is boldly 
printed on the top panel of each 
box. 

This “tiering” of the packages in 
the merchandiser, color-coding of 
the packages, and conspicuous size 
labeling on each package presents 
all the advantages of a simplified 
“visual index file.” 


>Each package is cellophane- 
wrapped and has a die-cut window 
which enables the shopper to in- 
spect the garment for fabric quality 
and stitching details. The smart tap- 
ered shape of the package suggests 
the “figure enhancement” qualities 
of Adonna brassieres. 

To facilitate record control for the 
retail outlet we devised a small, 
pre-printed, perforated tab as an 
extension of the slip-in closure panel 
on the reverse side of the package. 
The salesperson has only to tear off 
the tab and drop it into a receptacle 
for convenient record keeping. 

The bin section of the die-cut 
counter merchandiser is divided into 
three troughs for the “tiered” pres- 
entation of the three cup sizes. The 
easel-backed display panel presents 
the three highlights of the brassieres’ 
sales story. 

This compact cardboard merchan- 
diser is durably constructed for long, 
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continuous use and it is designed for 
quick, easy assembly. 


>The Adonna girdle merchandiser 
accommodates four dozen (a supply 
of nine different sizes) standard and 
panty girdles in all. 

Here again the “tiered display” 
arrangement of sizes is applied. The 
packages are also color-coded. And 
the proportioned length and width 
of each girdle is boldly printed on 
the top panel of its package. 

A “measuring tape” decorative 
motif distinguishes the packages, 
conveying the idea that there is an 
Adonna girdle for every figure. A 
larger and more detailed version of 
this motif appears on the easel- 
backed display panel of the counter 
merchandiser. 
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Both self-service merchandisers 
arrive at the retail outlets completely 
stocked—and ready to do business. 


Problem 3: Packaging for “New 
Price” appeal. 


The American Pencil Co. wished 
to create broader consumer accept- 
ance of the Venus Paradise Pre- 
Sketched Drawing Set. The new 
package we engineered for them has 
helped to transform a $1.49 item into 
a popular $1 item without sacrifice 
of the product’s intrinsic value. It is 
proving itself an aggressive salesman 
by activating many more sales than 
the original package. Furthermore, 
the new compact size cuts costs for 
the manufacturer—both in materials 
and packing time and it conserves 
valuable display space for the dealer. 

This coloring set includes a group 
of pre-sketched drawings all num- 
ber-marked for correct coloring, an 
array of color pencils, and a con- 
venient pencil sharpener. 

Through more efficient arrange- 
ments of these components we were 
able to cut down the over-all size of 
the box. In addition we eliminated 
a complicated die-cut pencil rack 
and arranged for easier access to the 





color pencils. In the new package the 
product’s excellent sales story is 
sharply angled and presented most 
compellingly by means of truly in- 
terpretive design in combination 
with carefully edited and placed 
copy. In the new design an action 
picture adorns the cover instead of 
an unexciting still life drawing as 
on the old box. 

It will be noted that special em- 
phasis has been given on the new 
package to the brand name “Venus” 
—an item which was totally neglected 
on the old box. Our feeling on this 
score is that through the years the 
name “Venus” has become synono- 
mous with the quality products of 
the American Pencil Co. and that its 
prominent appearance on the new 
package is a valuable sales asset. 


Problem 4: Sloppy counter stacks— 
and oh, those upside down labels! 


While conducting our market 
studies prior to undertaking the 
packaging engineering project for 
the vast “Dickies” line of work 
clothes and casual wear, we made 
particular note of the dealers’ meth- 
ods of stacking men’s pants. 

Because of the industry’s accepted 
method of folding work pants in half 
the dealers had only one way of 
avoiding slanting, unsightly counter 
or shelf stacks. This was by arrang- 
ing the pants—three or four in one 
direction—then alternating the direc- 
tion of the next three or four and so 
on. While some semblance of order- 
liness could be achieved by this 
alternating system of stacking, the 
result was that about half of the 
labels in the stack would be pre- 








sented to customers in an upside- 
down position. 

We suggested and the company 
adopted a practical solution to this 
problem. This was a new three-fold 
operation in which no heavy seams 
or bulky portions of the pants fell 
against each other. Thus each gar- 
ment arrived at the dealer’s as a flat, 
easy-to-handle piece of merchan- 
dise. Result: The dealer can stack 
“Dickies” pants and jeans in orderly 
piles (without any of the old turn- 
ing-about) and keep the smart, 
striking new labels in readable posi- 
tion for his own use as well as for 
the self-service shopper’s conven- 
ience. 


Problem 5: Popularizing a luxury 
item. 


The Dinsmore Auto Compass had 
been on the market for several years 
when it occured to the manufacturer 
that more aggressive point of sale 
promotion would have to be applied 
if larger sales volume was to be 
achieved. 

The preliminary market study we 
made prior to this packaging project 
indicated that most Dinsmore Auto 
Compasses are purchased for gift 
use. And it was all too apparent that 
the “blind” package which had been 
used so long was a serious deterrent 
to volume sales and incapable of at- 
tracting impulse sales. Actually it 


Dinsmore 


was a case of the product’s “hiding 
its light under a bushel.” The opaque 
box revealed so little of the com- 
pass’s qualities and operation there 
was only one way for the shopper 
to become acquainted with the prod- 
uct and that was to open the box and 
take out the compass. 

The transparent-type package we 
developed dramatizes the product by 
providing a three-dimensional close- 
up of the actual product. A special 
interior platform shows just how the 
compass will appear in the user’s car. 
This platform also accommodates the 
light fixture which illuminates the 
instrument for night driving. The yel- 
low interior mounting of the package 
makes an effective backdrop for the 
black casing of the instrument. Ex- 


terior of the package is in a vibrant 
blue which proves an excellent foil 
for the sharply edited sales copy. 
The dramatic effect of the new 
package on sales is crystallized in the 
report of a Chicago dealer. This par- 
ticular dealer had ordered his usual 
four months’ supply of the compasses. 
He received his shipment—in the new 
cartons—in the morning. That after- 
noon saw his entire “normal” supply 
of compasses sold out. Result: a re- 
order for double the amount—with 
the request for immediate delivery. 


Problem 6: Increasing gift market 
sales potentials. 


When we were developing the new 
package for Roytex Robes we kept 
“gift market” topmost in mind. Why? 


Because our study of the “robes” 
market indicated that close to 81% of 
the purchases of men’s robes are 
used for gifts. We proceeded on the 
premise that the gift shopper wants 
his gift to make an excellent impres- 
sion and that the package can 
strongly influence his selection. 

The distinctive new package is de- 
signed so as to reflect the impeccable 
taste of the gift-giver—and at the 
same time to function as a sturdy, 
practical stock box. 

The decor and color scheme of the 
new package is in sharp contrast 
with those of the traditionally drab, 
characterless boxes. Such a_ hack- 
neyed color scheme of maroon and 
gray has been abandoned for a rich 
combination of royal purple and 
blue. A distinctive crest and the 
brand name in modified Old English 
lettering are the dominant motifs 
on the cover. A continuing pattern of 
assorted heraldic motifs bleeds over 
onto the front, back and side panels. 

The tiny rectangle which is usually 
reserved for important product and 
stock information has been elimi- 
nated in favor of a longer, ribbon- 
shaped panel which provides for 
larger, more distinct display of all 
vital information. 


Problem 7: Counter and shelf domi- 
nance for a small size item. 


The makers of Plantabbs, plant 
food tablets, believed that their sales 
would increase substantially _ if 
bolder presentation could be 
achieved at the vital point of sale. 





NASHUA 
Sales Impulse Bands 


Give your 

~ product 
seasonal 
/ appeal — 


“Tie” products together 
for special promotions 


Here’s a low cost way to “package” 
your product or combination offer 
and get maximum sales impact. 
Nashua wrap-around bands are 
self-sealing. A touch of the band 
ends together produces a firm, 
permanent seal. No machinery is 
required to apply. 

Use Nashua Sales Impulse Bands 
to give products better brand iden- 
tification or a seasonal boost... to 
add brightness and pick-up appeal 
... for “packaged deals”. Available 
with either self-sealing or moisture- 
sealing ends. Designed to your 
package specifications. 


SEND FOR NEW BOOKLET, “Anything 
you can band, you can BRAND”, 
and free samples. 


Mail Coupon Now! 


NASHUA 


Sure-Hold Division 

Dept. H-8, 44 Franklin Street 
Nashua, New Hampshire 

Please send your new booklet, 
“Anything you can band, you can 
BRAND”, and free samples of 
Nashua Self-Sealing Sales Impulse 
Bands. 
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Veritone Company 
2701 LEHMANN COURT, CHICAGO 14, ILL., EASTGATE 7-8885 


. for more details circle 466, page 101 


Thinking of a 
Gift for Christmas? 


PRESS CLIPPING BUREAU 
BArclay 7-537! 
165 Church Street New York 7, N. Y. 


Has an ideal Loose-Leaf Scrap Book 
with Gold Imprinting. Two Sizes — 
12x 15’’—$8.90 or 18x24’’—$20.00 
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If YOU Are in any 
of these fields... 


Peper Signs and Identification 

Printing and Binding Materials 

Premiums, Prizes, 
and Specialties 


Audio and Visual Aids 
Direct Advertising 
Shows and Exhibits Art and Photography 
Typography and Layout Photoengraving and 
Labeling and Packaging Platemaking 


Radio and TV Production Window and Store Displays 
Your advertising belongs in 


Advertising 
Requirements 
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The company had been utilizing 
an attractive display card on which 
12 packages of Plantabbs were af- 
fixed. The original packages can only 
be described as diminutive. 

We succeeded in doubling the im- 
pact at the point of sale with a new 
Plantabbs counter merchandiser and 
an individual package which features 
a bold self-contained display panel. 
Where the old counter card held only 
12 individual packages, the new 
combination display and merchan- 
diser accommodates 24 packages— 
and yet uses only half the amount of 
counter space. 

The rear upright display panel of 
the merchandiser and the self-con- 
tained display panel of the individual 
packages have as a motif a huge 


blooming plant so executed that the 


petals encircle the pertinent slogan 
“Feeds Plants to Beauty.” Because 
the efficient new merchandising unit 
permits effective mass display of the 
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new strikingly designed packages, 
counter prominence is no longer a 
problem. 

Of the new packages and counter 
merchandisers D. H. Fulton, vice- 
president of Plantabbs Corp., has this 
to say: “They have enabled us to go 
into the big self-service retail out- 
lets, and because of them Plantabbs 
more than hold their own with the 
many other products on the retailer’s 


shelf.” 


Problem 8: Counter and shelf display 
for an over-size item. 


For the Emenee line of toy band 
instruments we evolved a family of 
packages with self-contained dis- 
plays. Each package, because it was 
actually a “professional carrying 
case,’ was an integral part of the toy 
and thus increased the play value 
and the appeal of the product. For 
the trumpet, glockenspiel, trombone 
and others we converted the interior 
of the attached cover into a colorful, 
provocative point of sale medium. 
Thus very little counter space was 





required for the effective display of 
these miniature band instruments. 

However, the giant, golden Eme- 
nee tuba, because of its size, required 
far different treatment. For this 
package an unattached cover was 
used—one that slides snugly over the 
lower section. After opening the box 
the dealer simply slides the lower 
section into the inverted cover and 
stands the box upright. A collar in 
the interior of the cover holds the 
“nest” section well forward. A spe- 
cial display platform projects the in- 
strument into prominent view. The 
golden tuba is securely fastened to 
the marine blue display platform by 
a plastic strap. 

To demonstrate the product in use 
we devised a life-size cut-out of a 
tow-headed boy which shows the 
correct position for holding and ope- 
rating the instrument. Here again 
sharp editing has condensed the sales 
message so that it stands out boldly 
in its bubble frame. 

Says Herbert Merin, president of 
Emenee Products, “With these smart 
carrying-case packages our products 
are in reality plus-play units. And 
the package’s value as a point of sale 
medium is being proved in toy de- 
partments across the land.” 

Incidently, the Emenee musical in- 
strument line has been selected as 
one of the top toy lines of the year 
by the Toy Guidance Council. 44 


How To Pack Plastics 
Outlined in Booklet 


How to pack and ship plastic pro- 
ducts efficiently is described in a new 
32-page booklet published by Mon- 
santo Chemical Co., Plastics Division 
(Springfield, Mass.). The booklet is 
the second in a series designed for 
executives in the plastics field. It in- 
cludes tips on selecting the proper 
container, preventing damage in 
handling, warehousing, stacking and 
loading, and in choosing a common 
carrier. The booklet is available 
from Monsanto Chemical Co., Plas- 
tic Division, Springfield, Mass. 44 








Rigid Plastic Boxes 
Described in Folder 


A line of rigid plastic boxes in a 
wide assortment of sizes and shapes 
is described and illustrated in a 
booklet issued by Bradley Indus- 
tries (Chicago). The molded Poly- 
styrene boxes range in size from 
34x34x54” to 1036x6x2”. 

Among the types of boxes shown 
are: hinged and fastener lid; rec- 
tangular boxes with 2, 6, 10, 12 and 
18 compartment trays; boxes in un- 
usual shapes for special packaging 
such as heart-shaped, octagonal, 
boxes in the forms of flowers and 
shells, and an egg-shaped box. More 
than 20 different styles of round 
boxes are illustrated. Some special 
molds, such as boxes for glass cases, 
a jewelry box and a pocketbook are 
also described. 

All the boxes shown in the book- 
let are stock items—available without 
any mold cost to advertisers. Brad- 
ley also will prepare special designs. 
A complete price list is enclosed with 
the booklet. 


For your copy circle No. 310 on the 
Reader’s Service Card inside back cover. 


Permacel Tape Uses 
Outlined in Folder 


Uses for Permacel self-sticking 
tapes—from fancy gift wrapping to 
tying together loose machinery parts 
—are outlined and illustrated in a 
brochure issued by Permacel Tape 
Corp. (New Brunswick, N. J.). 

Each of the different types of tape 
-cellophane, strapping, cloth, gov- 
ernment specification, paper, acetate 
fiber and plastic—are covered in the 
brochure. Instructions on use and 
many applications for each type are 
described and illustrated, picture 
story style. Among the applications 
shown are: protecting labels; sealing 
corners of packages; bonding a group 
of cartons, and as protective wrap- 
ping for delicate parts. 

Most of the self-sticking tapes can 
be printed with identifying or sales 
messages. A chart in the back of the 
booklet lists technical specifications 
for the tapes. 


For your copy circle No. 311 on the 
Reader's Service Card inside back cover 


Firm Introduces New 
Plastic Containers 


A line of transparent plastic con- 
tainers especially suited to packag- 
ing small parts and other small prod- 
ucts has been introduced by the 
packaging divisions of Dolph Frank- 
lin Sales (New York). 

Made of cellulose acetate butyrate, 
the containers are available in a 





standard size—.617 x .8&7 LD. with 
7/32” radius at corners—in heights 
ranging from 1” to 6”. They are 
available in a wide choice of colors, 
with tightly fitting caps. The com- 
pany suggests that the containers are 
particularly adaptable to packaging 
electronic parts, hardware items, 
novelties, hard candies and other 
small unit products. 
Further details are available. 


For your copy circle No. 312 on the 
Reader’s Service Card inside back cover 


Packaging Material 


Described in Folder 


Ivithene, a polyethylene packaging 
film, is the subject of a brochure put 
out by its manufacturer, Irvington 
Varnish & Insulator Co. (Irvington, 
N. J.). The properties of the film and 
tubing material, and eight examples 
of uses for it are described and illus- 
trated in the brochure. 

Among the qualities listed are: 
waterproof, flexible at low tempera- 
tures, impervious to chemicals, high 
bursting and tearing strengths, trans- 
lucent, non-toxic, heat sealable and 
long-wearing. A list of technical data 
on Ivithene is included in the bro- 
chure. 


For your copy circle No. 313 on the 
Reader's Service Card inside back cover. 


Kit Supplies Information 
About Labeling, Marking 


A shipping system information kit 
designed to aid executives in solv- 
ing marking and labeling problems 
has been made available by Weber 
Label & Marking Systems, Division 
of the Weber Addressing Machine 
Co. (Mt. Prospect, IIl.). 

The kit includes separate folders 
devoted to the use of the Weber 
Tab-On stencil in preparing ship- 
ments, the use of the Weber direct 
to container marking system for fac- 
simile labels and addresses, and the 
printing of labels and filling in of 
addresses in one operation. 

The kit also contains sample sten- 
cils and other marking and labeling 
information. 


For your copy circle No. 314 on the 
Reader's Service Card inside back cover. 










Metalphoto Announces 
New Type Name Plates 


A description of a new type of per- 
manent photographic reproduction 
on anodized aluminum plates is con- 
tained in a brochure issued by Metal- 
photo Corp. (Cleveland). The plates 
are designed for use as name plates, 
dial and watch .faces, wiring dia- 
grams, instruction panels, instrument 
and slide rule scales, etc. 

The brochure details design fea- 
tures and shows how, using standard 
darkroom techniques, the plates are 
made. Specific applications and sug- 
gestions for use also are outlined. 
Available in sizes of 4x5”, 8x10” and 
10x12”, the plates are being produced 
in .20 thicknesses. Reportedly, they 
are highly resistive to abrasives, 
temperatures up to 1,000 degrees, 
acids, salts and organic solvents. 


For your copy circle No. 315 on the 
Reader’s Service Card inside back cover. 


House Magazine Carries 
Latest News on Labels 


The latest news on labels—new de- 
velopments and unusual uses—is 
being presented in a house maga- 
zine, “The Able-Labeler,” published 
by Allen Hollander Co. (New York). 
The new magazine is being published 
about four times each year. 

The issues contain news of un- 
usual ways that labels are being 
used, developments and uses for 
pressure-sensitive type labels. New 
Allen Hollander products are intro- 
duced and described, heat seal labels 
are shown and suggestions made on 
using them. 


For your copy circle No. 316 on the 
Reader's Service Card inside back cover. 





Feminine Appeal . . . Glo-Wash bleach is 
now being marketed in a new carton de- 
signed to have feminine appeal. The new 
package (right) connotes an air of dainti- 


‘ 


ness and plays up the ‘’mildness’’ feature 
of the bleach as compared to the “‘harsher’ 
design on the old package (left). The new 
package uses four pastel colors. It was 
produced for Trager Mfg. Co. (Scranton, 
Pa.) by Rossotti Lithograph Corp. (North 
Bergen, N. J.) 
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the easy way 
to better 


typography 





You have your own type expert. Machine setting is a fine art here. 








Every form is locked up for proofing. Special processes assure sharper proofs. 











Bs ‘F, 


The Monsen composing room is a pattern of efficiency. 
Every known device for improving typesetting is in operation here. 


Why spend your valuable time on typographic details when you can turn them 
over to competent authorities at no additional cost. When you use Monsen 
typographic services you are assigned a highly trained serviceman who makes 
it his business to know exactly what you want. It's just like adding a free type 
expert to your staff. He is always available to see that your instructions are 


carried out... to counsel...orto specify ...just as you wish. And behind 
your Monsen serviceman are the most complete and up-to-date typesetting 
facilities in the U.S.A... . offering more than 750 type styles and all foreign 


languages. Airmail puts you within a few hours of one of Monsen's three plants. 
24-hour service assures rapid return of proofs. 
Use coupon for full information .. . and free type book. 





for a copy of the Monsen Typographic 
Handibook and full information about 
Monsen's nationwide service plan 
There is no obligation. 


Gentlemen: Please send me a copy of your 
Typographic Handibook and full information 
about your nationwide service plan: 


ss = 
MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 
MONSEN-WASHINGTON, D.C., 509 F ST., N.W. company_ = - 
= address___ oan ™ eames 
NMonsen-Chicago, Inc. 
chy... a= dl 
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22 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 
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Extensive use of Legend identifies a famous hotel. 


By P. K. Thomajan 


To create a mood with a bizarre 
typeface is something of an achieve- 
ment, credit for which goes to Erwin 
Harris, president of Harris & White- 
brook Advertising (Miami Beach). 

Legend, a Bauer face designed a 
decade or so ago, has been used with 
a versatility that its creator hardly 
envisaged and has served as a unique 
vehicle in endowing The Algiers, a 
five million dollar Miami resort, with 
enchanting associations. Legend has 
been utilized in every form, shape 
and manner throughout the building 
and on all accessories. The theme of 
the hotel is the Arabian Nights and 
in Legend it has found a flair that at 
once achieves this effect. 


> Rippling through the entire hotel 
set-up is the Legend-laden word, 
Algiers. It first greets your eye from 


atop the hotel in the form of a 25’ 
high neon sign. At night it takes on 
an azure blue hue and is dramatical- 
ly complemented by ribbings of 
indirect light accenting each floor in 
a graduation of pastel tones. 

In the lobby, you again encounter 
the Legendized name inset in mosaic 
on the wall. Next, you will see it em- 
broidered on the uniforms of the 
attendants. 

On being ushered into your room, 
the Legendized word once again 
greets you on small bars of soap, 
on Kleenex packets, and on towels. 
The stationery also carries through 
the type effect. The prevailing color 
scheme on these items is purple and 
white. In the cocktail area, aptly 
titled the Caravan Lounge, napkins 
and match books carry the Legend 
insignia. 


>In the main dining salon, the 







Scheherazade Room, you find every- 
thing from dinnerware to ash trays 
bearing the imprint of this calli- 
graphic type. 

The de luxe menu of the main din- 
ing room is an oversize affair meas- 
uring 12x15” and has a black cover 
embellished with a vignette of a 
scene from the Arabian Nights. 
Legend again crowns the captions. 

The Algiers boasts its own night 
club, called the Aladdin Room, a 
highlight of which is lighting fixtures 
made in the form of giant suspended 
jewels. Here the Legend face darts in 
and out of effects with a diverting 
ingenuity. 

For the added convenience of the 
Algiers guests, the management sup- 
plies moisture-proof beach bags that 
are Legend-inscribed. Also available 
to guests are colorful postcards, 
featuring the sign above the hotel. 
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LAYOUT & TYPOGRAPHY 








Save 40 minutes o day 
specifying type.... 


Transparent overlay alphabets—389 of them—enable 
You to save 40 minutes daily, or more. Exclusive in 
this new 8th edition, useful and practical TYPE BOOK 
Only in this type book will you find 155 type styles 
PRINTED IN REVERSE, in small sizes. You can 
choose aclean reverse type in six seconds, with the help 
of this page. Also locate any type in this WORLD'S 
HANDIEST TYPE BOOK 8th edition 
Send postal for free information 


F.H. Bartz, 18 W. Kinzie St., Chicago 10 


for more details circle 369, page 101 


Wonder expresses less 
than ASTONISHMENT 


and much less than amazement. .. sc 
why wonder... be rarely astonished 
when you'!l be amazed how easy it is 


JAY P togeta good adtypeskilled by Walk. 


WALK aovertising Tyeocrapny 


11 E. HUBBARD, CHICAGO 11 © MOhawk 4-6134 
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If you're sleepless from worry 
about lack of action from your 
ads, switch to AR and watch the 
response and orders come in! 
For advertising results that pay 


off, use 


Advertising 


Requirements 








Do your ads 
make money? 


If not, maybe the layouts are wrong. 
Here’s how to make them right: 


Get a copy of LAYOUT by Charles J 
Felten, the tested and tried book on 
the best ways to apply principles of 
design to advertising and printing 
Just send this ad with your name 
and remittance of $8 to APPLETON 
CENTURY-CrortTs, Dept. A5, 35 West 
32nd Street, New York 1, N. Y. If 
not completely satisfied you may re 
turn book in 10 days for full refund. 


aE. A ES SR. ARE 
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Elaborate . . 


. This two-piece mailer is typical of the quality promotion material used 


by Hotel Algiers. Inside a colorful 9'2x11"’ cover (upper right) is a 12-page die-cut 
folder in the shape of a fez (center left), which contains a series of full-color illustra- 
tions of the hotel and its facilities (bottom). As in other promotion material, extensive 
use of Legend helps establish typographic identity. 


The reverse 


blurb. 


side carries a_ brief 


>Heralding the lures of this sea- 
side resort is a well-planned adver- 
tising and promotion program, 
throughout which Legend sets the 
mood and keys the headlines. The 
advertisements, which run in such 
publications as The New Yorker and 
Esquire, usually appear in reverse 
and the copy is cast in the form of 
Omar Khayyam-type quatrains. 

The basic brochure is an outstand- 
ing piece of resort literature. The 
menu is repeated on the black cover, 
to which is affixed a replica of Alad- 
din’s Lamp made of copper-finished 
plastic. Appearing in a contrasting 
gray at the bottom of this decorative 
cover is the basic theme of the Al- 
giers (set in Legend, of course) in 
reverse: An adventure into another 
world ... of a thousand and one de- 
lights! 

Inside the cover is a blend of Al- 
gerian scenes portrayed in a light 
gray against which a die-cut fez 
stands out. Stamped in gold on red 
velour are the words: Hotel Algiers. 
The back cover of the folder is 
slotted through two slits in the back 
cover of the over-all folder and is 
easily removable. Inside the fez, il- 
lustrations appear in full color and 
Legend captions the facing texts. 
Studio is co-featured with Legend 
for body copy. 


>The stationery used by the ex- 


ecutive staff is something regal. It 
consists of a heavy parchment sheet 
with the word—Algiers—richly em- 
bossed in gold. The supporting color 
is Algerian pink. The publicity re- 
lease sheet repeats the same pre- 
dominant effect. 

An effective direct mail piece, for 
use by travel agents, is a self-mailer, 
with panels which open up and re- 
veal the entire array of the Algier’s 
attractions. Here, repeat use is made 
of the artwork appearing in the fez 
brochure. Legend adds to the visual 
decor of the promotion. 


>The very latest promotion for the 
Algiers Hotel is an acetate-covered 
paper 78 rpm disc, 642” in diameter, 
recorded by announcer Bill Gibber- 
son and his actress wife, Vicki Cum- 


“Many suppliers call on you today?” 








mings, who describes the vacation 
facilities of the hotel. The decorative 
envelopment makes repeat use of the 
original menu art. This disc will be 
mailed to guests as a souvenir of 
their visit, also to new prospects. 

As a result of all this Algiers 
guests and prospects have a gratify- 
ing sensation of the management’s 
rolling out a red carpet, while the 
Hotel itself has been filled to ca- 
pacity, summer and winter, since the 
day it opened its doors. 44 


Paste-up Hand Lettering 
Described in Catalog 


Information about its complete 
line of paste-up hand lettering is 
contained in a catalog and brochure 
now being made available by Cello- 
Tak Lettering Corp. (New York). 

The Cello-Tak system involves the 
use of complete words and combina- 
tions of words printed on micro-thin 
acetate with a pressure sensitive ad- 
hesive backing. To produce a line of 
lettering, the user cuts the desired 
words or combinations from the ace- 
tate with a razor blade, places them 
on the layout and rubs lightly with 
the finger nail to make them stick. 

In addition to a four-sheet set of 
words and combinations, the com- 
pany offers a single sheet with indi- 
vidual characters in a size and style 
to match the four-sheet combination 
sets. The single sheets include capi- 
tals and lower case letters and are 
priced at $1.25. 


For your copy circle No. 317 on the 
Reader’s Service Card inside back cover 


Service Typographers 
Describes Facilities 


A pictorial representation of its 
plant and services has been made 
available by Service Typographers 
Inc. (Chicago), through a 12-page 
booklet that also lists the more than 
300 typefaces availabe in the shop. 

Pages in the booklet are designed 
with two-thirds illustration and one- 
third clear, explanatory type, pro- 
viding the reader who can’t visit the 
plant with a clear picture of the 
services offered by the company. 


For your copy circle No. 318 on the 
Reader's Service Card inside back cover. 


Cut New Bodoni Mats 


A new two-letter cutting by Mer- 
genthaler Linotype Co. has made 
available 24 pt. Bodoni Book with 
Italic on duplex display matrices. 
Roman and italic in 24 pt. Bodoni 
Book have previously been available 
separately. The new Bodoni Book 
cutting, like the rest of the Linotype 
Bodoni family, retains the formal, 
classic qualities of designs by Giam- 
battista Bodoni. 44 
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_PHOTOGRAPHICALLY 


Warwick Fotosetter composition has been so enthu- 
siastically received by typographic buyers that 
Warwick is now installing their fifth Intertype 
Fotosetter machine in order to expand this service 
to their Customers in 39 states. 


Almost daily letters arrive at Warwick from new 
users of this phenomenal typesetting method and 
are sprinkled with such expressions as “I've never 
seen type proofs so sharp’’. . .“‘I examined my proofs 
under a strong magnifying glass and the sharpness 
of the type characters is astounding”’, etc. 


These exclamations in many cases come from 
veteran type buyers who are now completely sold 
on Warwick Fotosetter composition. 


Why not send a trial order and let us convince you 
that this is truly a remarkable advancement in type- 
setting methods. Write for our type specimen book 
“Warwick Photographic Typesetting’’, it’s free! 
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Dept. F-24 * 920 Washington Ave., St. Louis 1, Mo. 


Overnight by air mail to most of the U § 


This entire ad was set photographically 
g 
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Ii You’re Out of Town 
Fly Your Work to Bundscho! 


Here Type Can @& SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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All eyes focus on Sears Roebuck’s display when this 
46" x 48” head of Santa Claus smiles out at them. 





Bic Names cHoost BLACK BOX for large size, 


short-run displays 


an la beams down in glorious, ruddy tones in 
this over life-size display made for Sears, Roebuck 

and Co. All the gleam and sparkle so evident in 
youngsters at Christmas time is present here with 
faithful, Black Box screenless reproduction. 


Collotype screenless printing is completely different 
from any other printing process. In collotype 
printing an economical, gelatin printing plate 
is used that leaves no screen dot . . . there is 
no break in the continuous tones. 

The same type of art required for offset 
reproduction is all that is needed. Your 

art is reproduced with absolute fidelity in 
color or in black and white—and at 

savings that will be a revelation to you! 


Small wonder that smart national adver- 
tisers are turning to Black Box Collotype 
for short run printing of any subject up to 
40” x 60”. The most economical process 

for runs of 100 to 5000 copies. Write for 
information today! (Incidentally the Sears’ 
Santa Claus display was printed in two 
sections each measuring 60” high. These were 
mounted, die-cut and easled to form an 
outstanding Xmas display!) 


Telephone 
AVenue 3-0262 


EE Tae oon sganeennn, qpeEne.. san. 


Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. 


Kalamazoo Cincinnati St. Louis 
2 5-6165 Plaza 4218 Central 5068 
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By Lou Dezarlo 
Art Director 
Fisher Advertising Service 
Brooklyn 


In preparing artwork for repro- 
duction, whether it be for newspaper 
ad, magazine ad or printed piece, 
very often one of the most important 
decisions—that of which art medium 
to use—is not given sufficient con- 
sideration. There are no hard and 
fast rules to be consulted whenever 
a choice is to be made to determine 
which of the many art media could 
be used to greatest advantage in 
each case. Each case should be con- 
sidered individually with several 
factors in mind. 

Four of the main factors to be con- 
sidered before deciding on the meth- 
od of art preparation are: 

e Budget 

@ Method of reproduction 
e Subject matter 

e Layout 

There is perhaps no single item of 
purchase in advertising in which 
there is less standardization of price 
than that of artwork. Prices vary 
greatly with artist or photographer, 
medium used, subject matter, etc. 
As a rule, the line drawing is the 
least expensive form of artwork to 
purchase and reproduce, but in some 
cases, where the subject matter is 
very intricate or complicated, the 
price of a line drawing could exceed 
that of a retouched photograph. 


Where photography is being con- 
templated, it is well to remember 
that charges could mount with the 
hiring of models, building of sets, 
going out on location, props, etc., so 
that the price of the photograph 
could dwarf that of a well rendered 
tone drawing. Other cost factors to 
be considered before making the 
choice are cost of reproduction and 
possible use of the same artwork in 
more than one printing process. 


>In letterpress printing it is cheaper 
to reproduce line art than it is to 
make the more expensive halftone 
cuts that are required to reproduce 
continuous tone copy. Prices are 
multiplied when reproduction re- 
quires the use of silhouetted, vig- 
netted, dropout and combination 
halftone cuts. Lack of foresight in 
planning artwork for letterpress re- 
production can result in additional 
engraving charges that far exceed 
any savings that may have been 
effected through the choice of the 
artwork. 

In planning artwork for repro- 
duction by offset, keep in mind the 
fact that there are no extra charges 
for reproducing line art, as it can be 
pasted down on the mechanical 
“ready for camera,” while there are 
added charges for halftones and for 
stripping in and hand work, such as 
is required where silhouettes, drop- 
outs and combinations are used. 

Savings are multiplied when art- 
















work is prepared in a manner where- 
by it is possible to use the same art- 
work in more than one printing 
process. Here, the limitations of each 
of the processes must be considered. 
A finely rendered airbrush drawing 
with intricate detail and subtle vari- 
ation of tone will reproduce well 
either in offset or letterpress where 
a fine line screen and slick paper 
are used, but that same artwork will 
not reproduce well as a newspaper 
ad illustration, where a coarse screen 
halftone cut is printed on a low 
grade of paper. A fine line drawing 
will reproduce well in a slick maga- 
zine and probably even on news- 
print, provided that the lines are not 
too fine, but fine lines may break 
down in gravure printing, where the 
process requires that all copy, line 
as well as continuous tone, be 
screened in making the plates. 


>In letterpress, when a photograph 
is to be used in both fine line screen- 
slick stock printing as well as in 
coarse screen newsprint printing, it 
is a good idea to have two prints 
retouched. The print for the fine line 
screen-slick stock printing may be 
retouched, bringing out all the fine 
detail and subtle tone variations, 
while the print for the newsprint 
printing should be retouched with a 
minimum number of tones, each 
highly contrasting with the others 
and with details that are highly 
accented. 


oo 
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ART & PHOTOGRAPHY 


Choosing the 
Art Medium 


An agency art director discusses 
the main factors to be considered 

before deciding on the proper 
method of art preparation. 





















































A revolving receptacle 
for artists’ and crafts- 
men’s tools. Holds every 
item you can reach for 
in a day’s work within 
its 10-inch circle—brush- 
es, pencils, ink, erasers, 
instruments, etc. Elimi- 
nates bowls, boxes, and 
cans that clutter Up your 
work table — keeps your tools handy and 
your working area neat. 


No. 9893—Roto-Trary 0.0.0.0... .cccccccceeeeees $4.95 






















































Simulated soft leather 
covered book contains 
200 pages of a fine qual- 
ity bond paper for sketch- 
ing. 

Ne. 186A 5'/, x 81, $1.00 
No. 1868 8'/, x 1! 1.60 
Ne. 186C 11 x 14 2.50 
. 1860 14x17 3.50 















America’s Largest Art Supply Center 


ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 
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HIGH QUALITY 
LOW COST 


Photo Reproductions 


Ee A ge 


® Chicage 10, Iilinois 
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Savings may be realized by using 
“artist-applied” bendays on line art 
for newspaper reproduction, but 
these same bendays should be used 
with care in slick stock printing, as 
they offer a crude appearance, and 
should be avoided altogether in 
gravure printing, as they will ap- 
pear muddy and cause a moire pat- 
tern. 

Where the same line and benday 
art is to be used in slick magazine, 
newspaper and gravure printing, 
make a photostat of the original, lay 
the “artist-applied” benday on the 
photostat and use it as the artwork 
from which to make the cut for the 
newspaper ad. The benday for the 
slick magazine ad should be laid in 
by the engraver to conform to the 
mechanical requirements of the pub- 
lication, and the benday for the gra- 
vure ad should be airbrushed in. 

When the same piece of artwork 
is to be used in varying sizes, it is a 
good practice to work to the smaller 
size. In line art, very fine lines will 
tend to disappear, and in halftone 
art, detail and variation will be lost 
in the reduction unless compensated 
for. 


> The method of reproduction should 
have a great bearing on the choice of 
the art medium to be used. News- 
paper halftone reproduction require- 
ments call for the use of a very 
coarse screen, which places a great 
limitation on the fidelity of repro- 
duction. Only three or four middle 
tones are possible and much of the 
detail is lost. 

When a halftone illustration is 
used, it should be reproduced as 
large as possible and have highly 
contrasting values and highly ac- 
cented detail to compensate for loss 
of fidelity in printing. In some cases, 
where halftone art is desired because 
of its ability to convey realism, de- 
tail can be retained or even accentu- 
ated by using dropouts, a combina- 
tion halftone-line cut, or, if the lay- 
out permits, it is possible to show 
more than one illustration of the 
product, one a photograph or con- 
tinuous tone drawing to show real- 
ism, and the other a line drawing to 
show detail. 

The use of halftone art is not as 
limited in fine screen letterpress, 
offset or gravure printing as it is in 
newspaper printing. The nature of 
the fine screen halftone offers great- 
er fidelity in reproduction. More 
tones can be reproduced and there 
is not as great a loss of detail, but 
in any process, where detail is of 
paramount importance, other fac- 
tors being equal, the line drawing 
is your best bet. 


>The subject matter of the illustra- 
tion plays a big part in the choice of 


the art medium. Some media lend 
themselves better than others in the 
rendering of certain textures. Some 
examples of this are: 

e The almost traditional use of 
scratchboard and woodcut tech- 
niques in the illustration of jewelry. 
e The use of the wash drawing for 
rendering fashion and furniture 
drawings. 

e The slick airbrush renderings of 
mechanical subjects. 

It is important here to avoid cata- 
loging various media with types of 
products to be rendered. Granting 
the fact that the wash drawing is the 
accepted medium for illustrating 
fashion and furniture, every day we 
see effective results achieved by use 
of pen and ink, dry brush, brush and 
ink, retouched photographs and 
screened process boards. By the 
same token, we have all seen beau- 
tiful wash drawings of jewelry and 
crisp scratchboard drawings and 
wood engravings of mechanical sub- 
jects. 


> Availability of the subject matter 
is another factor to be considered. A 
problem arises when it is discovered 
that a building that is to be illus- 
trated cannot be photographed from 
the desired angle because of its situ- 
ation in relation to surrounding 
buildings, or that a piece of ma- 
chinery can not be photographed be- 
cause of the nature of its installa- 
tion. 

Often the illustration is required 
before the product itself has been 
built. 

These are cases in which the air- 
brush rendering is used to its great- 
est advantage. Working from blue- 
prints, architectural drawings or 
available photographs, the airbrush 
artist can produce a photographic 
rendering where the making of the 
photograph is not possible. 


>The fourth and perhaps the most 
important factor to be considered is 
the layout of the advertisement. 
Where the space allotted to the illus- 











tration is limited, halftone art should 
be used with caution, especially in 
newspaper advertising, for reasons 
that have been previously pointed 
out. 

The “color” of the ad is an impor- 
tant layout factor in determining the 
medium of artwork. Where a dark 
or “heavy” illustration is needed to 
balance off a dark copy block, a 
light, airy pen and ink drawing will 
not do the job as well as a dark toned 
photograph or a wash drawing with 
plenty of darks. A light and airy 
layout will not be complemented as 
much by a square halftone of a pho- 
tograph with a dark background as 
it will be by that same pen and ink 
drawing. Much of the artwork in 
advertising today that is labeled 
“poor” is not so much “poor” as it is 
poorly used. Many times a good 
piece of artwork will appear to be 
bad simply because it is being asked 
to do a job for which it is not 
suitable. 

There can be no cut and dry rules 
listed nor any simplified charts com- 
piled that will indicate when any 
one art medium is best used for a 
given job. Each decision should be 
made after careful consideration is 
given to the conditions surrounding 
the requirements of each individual 
piece of artwork. Budget, method of 
reproduction, subject matter and 
layout should be considered from 
the mechanical as well as the artistic 
viewpoint. 44 


Two Tone Drawing Board 
Developed by New Firm 


The first product to be marketed 
by a new firm, M. D. McIntosh & Co. 
(Cleveland), will be McIntosh “Two 
Tone” drawing boards. These re- 
semble ordinary good grade bristol 
boards, but each McIntosh board has 
processed in it two separate shading 
screens—one a single line, the other 
a cross hatch. 

To use the “Two Tone” board, the 
artist prepares his drawing on the 
board in the usual way-—first pen- 
cilling in, then inking. He then 
brushes a McIntosh chemical on the 
places where he wants tones to ap- 
pear and instantly, the tones appear. 
The light tone chemical brings up 
the line pattern and the application 
of a dark chemical brings up the 
cross hatch. 

According to the company, the 
finished art resembles a regular wash 
drawing, but still will reproduce as 
line work, saving reproduction costs. 

‘The new company also is planning 
to market other products in the 
graphic arts field. 

Additional details on the “Two 
Tone” board are available. 


For your copy circle No. 319 on the 
Reader’s Service Card inside back cover. 








At 35 West 56th St., 
in new york city, fredman- 
chaite studios will continue 
to deliver the top-drawer 
advertising, editorial art 
and photography for which 
this studio is so highly 
regarded ... the greatly 
enlarged quarters at the 

new address makes it 
possible to give even more 


comprehensive service. 


@ fredman-chaite studios, inc., 62 W. 47th St., nyc, Plaze 7-3131 


anyone can do 
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Hand-Lettering 


with a 


TT Ty. 


LETTERING INSTRUMENT 
cursiv’ 
Casual .* 


V —~ | 
a al 4 


BODONTE™ 


All the ‘‘heads'' and sample 


Sans ge ,¢27 voitoon 2 vii 
Caslon @yEnglish 


7 
Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. 15. 


VARIGRAPH CO., INC. 


MADISON 1, WISCONSIN 
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X16082 


Seasons 
Greetings 


Greet the season 
with stock photographs from 


UNDERWOOD & UNDERWOOD 


319 E. 44, New York 17 , 646 .N. Michigan, Chicago 11 
Tel. MU 4-5400 Tel. DE 7-1711 
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COLOR POST CARDS 





Meade trem on original treasperency on Ansco Color Film 


Rat ao) noe > ee 


aechteey 





3,000 cards from color transparency 
cost only 4¢ each including proof for 
color OK—to as low as $7.50M in 
quantity. Shows products in natural 
color for direct mail, dealer promo- 
tions, ad reprints and hundreds of 
other uses. Made by 4-color deep 
etch lithography on Kromekote, lac- 
quered for brilliant color. Two popu- 
lar sizes: 3%x5% or 6x9. Samples 
and prices on request. 


TRANSCOLOR CORPORATION 
527 Lexington Ave., 
New York 17, N. Y. 
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Does your manage- 
ment demand more 
sales power from 
the ad budget? Is 
the Sales Mgr. 
hunting props? 
How about help 
for the salesmen in 
the field? Are YOU 
feeling the pressure 
of production 
strain? 


The FREE Ad 
Promotion Idea Kit 
may have some 
answers for you. 


See how others are 
handling the same 
problems with off- 
set printing, using 
reprint techniques, 
converted ads for 
promotions and 
displays, etc. It'll 
set you thinking! 


Please rush my FREE copy of the AD 


PROMOTION Idea Kit to: 


5 
Cee de 
x 
—e 
—————— ee 


OFFSET PRINTERS 
123 N. Wacker Dr. 


Chicago 6, Illinois 


aia 
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New Artwork Service 
Described in Folder 


The “Thinkubator of Ideas,” a 
colorful little booklet, has been is- 
sued by the Art Coop (New York) 
describing the company’s artwork 
service. The booklet describes and 
shows examples of the Art Coop’s 
artwork done for a variety of med- 
iums. 

Included are designs for brochures, 
direct mail campaigns—including 
gimmick ideas, promotional blotters, 
travel folders and humorous, car- 
toon-style drawings suitable for a 
variety of uses. The company offers 
a full art service to advertisers and 
agencies, from idea visualization and 
typography to complete finished art 
for reproduction. 


For your copy circle No. 320 on the 
Reader’s Service Card inside back cover. 


Dick Blick Co. Offers 
54-55 Art Catalog 


Dick Blick Co. (Galesburg, II.) 
is offering its 1954-1955 catalog for 
users in the graphic arts field. The 
160-page catalog is complete and 
extensive, listing such items as sign 
making brushes and supplies, artist 
materials and studio needs, display 
products and accessories, air brushes 
and craft supplies, silk screen proc- 
ess equipment, draftsman and letter- 
ing tools, professional painters’ lad- 
ders, factory paints, brushes and 
shades, etc. 

Included is a parcel post zone map 
with rates, directions for ordering, 
and a complete index. The catalog is 
profusely illustrated. 


For your copy circle No. 321 on the 
Reader’s Service Card inside back cover. 


Bienfang Produces Art 
Register Marker Tape 


A handy help to accurate register 
of multi-color art or photography is 
described and illustrated in a folder 
issued by the manufacturer, Bien- 
fang Products Corp. (Metuchen, 
N. J.). The new aid, the X-marX, is 
actually an X in a circle marker 
printed on a Scotch tape roll. 

It works like this: The X-marX 
marker is applied in three positions 
on the key drawing—at each side of 
the art and at bottom center. Then 
the marker is sighted through the 
tape and another marker is applied 
to the overlay. If one should be 
slightly out of place, the tape can be 
easily stripped off and re-applied ac- 
curately. 

The X-marX is available in black 
marker on clear tape or clear marker 
on red tape, at $3 per roll. The Bien- 
fang folder includes directions on 


using the marker tapes and samples. 


For your copy circle No. 322 on the 
Reader’s Service Card inside back cover 

















WHAT 
Wide World Photos 
Can Do For You! 

News, Feature, Sport, Industrial, 


Fashion Photos, Etc. 


The complete daily services of Associated 
Newsphotos and Wide World _Photos—and the 
largest file in the world, over 55 million photos 
—are available to you. 


Special Photo Assignments, 
Black and White or Color 


Anywhere in the United States or abroad, our 























Commercial Department, staffed by highly 
experienced photogra yhers, is ready to serve 
you. Our production department, aided by our 
motorcycle corps, is geared to get prints 
quickly to me newspapers, to TV stations, and 
to your office 


Portraits, Still Life, and 
Other Special Photography 


Our modern studios are at your call 


Our Wealth of Experience and Tremendous 
Facilities Are at Your Service 


For Your Every Photo Need, Call 


WIDE WORLD PHOTOS 


Plaza 7-1111 
50 Rockefeller Plaza, New York 20, N. Y. 
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PHOTOS IN QUANTITY REPRO- 
DUCED FROM YOUR ORIGINAL 
PHOTO, NEGATIVE OR ART WORK. 
GUARANTEED AS GOOD OR BETTER 
THAN YOUR ORIGINAL. BLACK AND 
WHITE GLOSSIES, POSTCARDS, BLOW- 
UPS, AND BEAUTIFUL COLOR WORK. 
SATISFIED CUSTOMERS COAST TO 
COAST SINCE 1936. 


MULSON STUDIO 


252 MIDDLE ST., BRIDGEPORT, CONN. 
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tr Aoesos + Phgta-Reports 


tHustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J, 
MArket 2-3966 
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Continuvities * Comic Strips * Light Illustrations 
Spots * Comic Books * Booklets 
TV Story Boards 
DON KOMISAROW STUDIOS 


11 West 42nd St. 
NEW YORK 36, N. Y. LAckawanna 4-1590 


LE TS 
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Typographer Acclaims AR 


“AR now our sole advertising me- 


dium ... had great response from 


every ad ... thank you for excel- 


” 


lent sales job . . .” writes Gordon 


L. Monsen, Monsen-Chicago, Inc. 


AR Spells Advertising Results 





Kodak Introduces Fast 
Film in Rolls, Packs 


Eastman Kodak Co. (Rochester, 
N. Y.) has announced that its new 
super-fast black and white film is 
now available in 35mm, 620 and 120 
rolls and 4x5” film packs. In these 
sizes, it will be known as Tri-X. 

The film was first introduced in 
sheet film sizes under the name 
Royal Pan (May AR, page 70). It is 
approximately twice as fast as Ko- 
dak’s popular Super-XX film and 
has an extremely low graininess, 
previously the major handicap of 
super-fast films. 

AR has conducted tests with the 
new film and has found that it more 
than lives up to the manufacturer’s 
claims. Its A.S.A. daylight-exposure 
index of 200 is on the conservative 
side and it responds extremely well 
with various types of interior light- 
ing without the need of supplemen- 
tary flash or flood illumination. Con- 
siderable over or under-exposure 
can be tolerated without inferior 
prints resulting. 


>The new film gives improved tone 
reproduction and provides improved 
shadow detail and contrast with 
minimized highlight contrast. Color 
balance produces excellent flesh 
tones and avoids overcorrection of 
reds. 

Kodak plans to introduce the new 
film in all popular roll and pack 
sizes eventually. 

The new film provides admen with 
an opportunity to use photographic 
illustrations previously impossible or 
very difficult to obtain. It is particu- 
larly important for use where sup- 
plemental lighting is prohibited or 
impossible. 44 


Xerography Process 
Described in Folder 


Xerography, a direct positive proc- 
ess requiring no negative that can 
be used for copying anything writ- 
ten, printed, typed or drawn, is de- 
scribed in a folder available from 
Haloid Co. (Rochester, N. Y.). 

Office and similar forms can be 
copied in about three minutes, ac- 
cording to the folder, while the same 
types of copy can be copied on to 
offset paper masters and run off on 
an offset duplicator if such use is 
desired. 

The folder gives specifications for 
Xerox camera, processor and fuser, 
component parts of the complete 
Xerox LithMaster copying equip- 
ment. 


For your copy circle No. 323 on the 
Reader's Service Card inside back cover. 


in busy art departm 


ywith CRECCENT 


ILLUSTRATION BOARD 


CHICAGO aU ts COMPANY 


1240 N. HOMAN AVE. ° 


MTT Va 
peratlt 


at home, with the help of 
“Bugs” Hardaway, famous 


<< «BUGS BUNNY 


Movie and TV animation artists earn $500 
to $1,500 a month! Interesting jobs open in 
cities all over the nation - mail coupon 
TODAY and find out how YOU can cash in 
on your talent and creative ability’ 


$20 Animation Drawing Boarc. 
FREE given FREE if you enroll NOW 
ee ae ee ee ee ee 
e ANIMATED CARTOONING SCHOOL of AMERICA® 
Dept. IR-12 BOX 2109 HOLLYWOOD 28, CALIF. 
a Send at once without obligation complete informa- 


' tion about your Animated Cartooning Course and 
Free gift certificate 


ONAME 
- es 
8 CITY, STATE 8 


66SEC REESE GED OEE 
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MAJOR 
PHOTO CO. 
1210 N. CLARK ST. 


CHICAGO 10, ILL. 
Michigan 2-5651 


GLOSSY PRINTS 
1M 65.00—500 37.50 
100 8.50 
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®@ *‘500"" MATTE Fixative 
(You can work over!) risk 
® ‘100° CLEAR Acrylic 
**600"' Damar Varnish Sprays 
® Glossy and Matte BLACK 
and WHITE. Rich Gold and Aluminum. 
SOLD AT ART SUPPLY STORES. 
Write Today for FREE Literature. 
ACROLITE, INC., Dept. AR, HILLSIDE, N. J. 


t22¢ ACROLITE 
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CHICAGO 51, ILLINOIS 
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THE AMAZING NEW PHOTO-CROPPER 


Actual size 
9%” x 12 


Saves valuable TIME 


The Photo-Cropper is a practical, simple solution to 
cropping and proportioning. It is designed for every- 
day use by the artist, editor, production man, ad- 
vertising manager, copywriter, photographer, printer 
and lithographer 


NO MOVING PARTS — Easy to use, this efficient 
tool saves hours of time, produces accurate cropping, 
eliminates guesswork in centering and aligning sub- 
ject matter 


NOTHING TO WEAR OUT — Printed in brilliant 
colors on transparent Vinylite with plastic inks, which 
are fused into the Vinyl sheet to insure many years 
of service 


Send for yours today...only $3.00 


dik DA ead Ada 
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COLOR PRINTS 


From Your Color Films 


Satisfaction or your money back 
Fast service—high quality. 


KODACHROME 
from | ANSCO COLOR 
EKTACHROME 


4x5 uF 8x10 
$2 


S50 Parkside Drive 
Bay Village, Ohio 


50c | $1 


KODACOLOR prints, 32c each 
DUPLICATE 35 mm slides, 25c 

FILM PROCESSING: Ansco-Ektachrome 
120-620; 20-exp 35 mm; $1 per roll 
COLORFAX LABORATORIES 
Dept. R124: Box 3521, Georgetown Sta., Washington 7, D. C. 


Minimum order $1 
No COD's, please 
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HARRY VOLK'S NEW JUNIOR 


Me 


Just clip and paste. Write for sample aa 7 
issue FREE! No obligation MONTH 
HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 2, NEW JERSEY 
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CORRO-S)s7t 


THE NEW All-Purpose 
Display Background 


For Trade and Hotel Shows, Product Promotions, nang 
Window or Interior Displays, Sales Meetings 


$4 B00 








aL 
PHILIP MORRIS cattep For CORRO-:S)s" 


Says Colonel J. M. Cahn, Philip Morris Director of Military Sales: “...not only 
lasted for the first two weeks but covered all 98 performances... easy to 
assemble...excellent background...we here at Philip Morris wanted to say, 
‘Thank you’ for creating the ‘Corro-Set’.” 





To show and sell any product...any service 


DISPLAY DIVISION, Sen. “AR-12 


CORRO-SET GIBRALTAR CORRUGATED PAPER CO., In 
3 Entin Road, Clifton, New Jersey 


13) EK Pe {_] Enclosed find check for $ 


Mirai kin CORRO-SET Display Backgrounds a $45 00 each 
DIVISION as nt**hashce itn (Shipped Railway Express unless otherwise speci- 
° fied. F.O.B. Clifton, N. J.) 


& 5 brelé¢a r Tes 7 Se (] Send me the new illustrated CORRO-SET Brochure 


PCO etme i teil 
CORRUGATED PAPER COMPANY, INC. 


. J 
Set up in minutes ee 
without tools Address 





DISPLAY 






3 Entin Road, Clifton, New Jersey 
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By Ingla Martin 
Director of Merchandising Research 
Hearns Department Stores 
New York 

Every month a few more adver- 
tisers feature merchandise tags in 
their advertising. Advertisers gen- 
erally, however, have been slow to 
sense the desirability of this prac- 
tice. And this goes for their agencies, 
too. Just as many advertisers still 
fail to train their sales organizations 
to tell the same story in personal 
presentations as is told in the adver- 
tising, so they also fail to tie their 
advertising together with their point 
of purchase merchandising. The sad 
consequence of this failure is a loss 
of thousands of sales which other- 
wise could have been made. 

By way of encouraging contrast, 
the more progressive advertisers 
now recognize that a revolution has 
occurred in retail merchandising 
and that today they can expect no 
selling help for their product at the 
retail level. They realize they must 
depend on a merchandise tag to re- 
mind the shopper of what she read 
in the advertisement. Such top com- 
panies, therefore, as Union Carbide 


| 


and Carbon, Packard, Chevrolet, 
Botany Mills, Tropical Sun Co., 
Wurlitzer, Manhattan Raybestos, 
Zonolite Corp. and Revere Copper & 
Brass, are now featuring their care- 
fully designed merchandise tags in 
their advertising. 


> Perhaps you wonder why an auto- 
mobile manufacturer like Chevrolet 
considers a mere tag of sufficient 
importance to feature its reproduc- 
tion in the company’s advertising? 
But let me tell you how automobiles 
are being sold today—or rather are 
not being sold. This actually hap- 
pened. It happened to me. 

When I called recently at a deal- 
er’s garage with a view to trading 
in my last year’s model for a 1954 
car, the dealer pointed to a line of 
new cars drawn up on his parking 
lot, suggested I look them over, and 
when I found one I liked, blow the 
horn. He said he then would step 
over and talk with me. 

Personal retail salesmanship, even 
in the field of automobiles, where it 
once attained a point of perfection, is 
today only a fond, nostalgic memory. 
It just doesn’t exist any more. Not 


WINDOW & STORE DISPLAYS 


DF 


anywhere. Even though some thou- 
sands of so-called retail sales people 
still cling to their jobs, hoping 
against hope that they will last a lit- 
tle longer, they’ve long since for- 
gotten how to sell. Today the only 
selling help most consumer mer- 
chandise gets is from the informative 
tag attached to the product itself. 


> Let me illustrate. At his last stock- 
holders’ meeting, Bernard Gimbel, 
chairman of the board of Gimbel 
Brothers and recognized as one of 
the country’s outstanding authorities 
on retail selling conditions, an- 
nounced that his company would 
increasingly abandon clerk service 
in favor of self-selection merchan- 
dising. 

Of 620 top department stores re- 
cently queried as to their merchan- 
dising plans, every single one replied 
that to an increasing degree they 
were shifting to the self-selection of 
goods by the shopper. As fast as 
they can, this country’s department 
stores are reducing their sales pay- 
rolls and depending on their cus- 
tomers to pick out from displays 
whatever they want to purchase. 
That’s the trend in 
stores. 


department 


So is it also the trend in every 
other type of retail outlet. The re- 
search department of the National 
Cash Register Co. recently com- 
pleted what is probably the most 
searching and comprehensive study 
ever made of the selling in limited- 
price variety stores. The inescapable 
conclusion from this study is that 
variety stores are rapidly adopting 
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HAPPY DAY! 


Your display problem 
is solved... 


just call 


COPELAND 


Designers and manufacturers 
of every type display 
in all materials 


since 1935. 
Call or write for literature 
Copeland Displays, Inc. 
537 W. 53 ST., N. Y. C. 
CO 5-5621 
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Maa teat 
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AUTOMATIC SLIDE PROJECTORS 


*¥ Only the 
imagination 
limits its 

application 


ai32 





Organizations the world over use PRO- 
JECTOGRAPH for displays, conventions, 
point-of-sale selling plus hundreds of 
other uses. Projects 2x2 slides, in natural 
color, onto self-contained, translucent, 
TV-type Polacoat screen. Visual models 
change slides automatically and continu- 
ously — has remote control. Audio-visual 
models change slides by synchronized 
sound-on-tape. Just plug in! No need to 
darken room! View from any angle! 


— eee eee ee ee eee ee ee oe 

PROJECTOGRAPH CORPORATION 
11 CHURCH STREET, OSHKOSH, WISCONSIN 
Yes! Send new Projectograph folder to: 


NAME 


COMPANY 


STREET 
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a supermarket style of self-selection 
merchandising, even including front 
of the store check-out of customer 
purchases. Self-selection to an ever 
increasing degree also is replacing 
clerk-service in drug, hardware, 
electrical appliance, men’s clothing, 
women’s ready - to- wear, jewelry, 
and shoe stores, and even in spe- 
cialty gift shops. 


>Among the leaders in the self- 
selection movement is Vincent V. 
Conole, president of Hearns, New 
York department store. He has trans- 
ferred his store’s traditional clerk- 
service to practically 100% self- 
selection, and done it successfully. 
He has this to say: 

Too many manufacturers still don’t 
realize that the tag on an item of 
merchandise should be so designed, 
and its copy should be so written, as 
to perform the same sort of selling 
job which formerly would have been 
performed by a capable, well-trained 
sales person. 

But if the manufacturer is to get 
any benefit from his advertising 
when the shopper comes upon his 
product in the store, she must in- 
stantly be able to identify his prod- 
uct with what she saw in his adver- 
tisement. This is the reason the mer- 
chandise tag should be reproduced 
in the advertising. 


> Not only should the merchandise 
tag be reproduced in the advertis- 
ing, but it also should be reproduced 
as a blow-up sign for use on the 
store display to identify the mer- 
chandise being offered. Such a blow- 
up of the tag used on a display 
reminds the shopper of the adver- 
tisement she saw and of its favorable 
impression on her. It prompts her 
to stop at the display and examine 
the goods. 

And then is when the tag per se 
comes into play. The tag should be 
so placed on the product as to be 
conspicuous. It should, in its own 
appearance, reflect the character of 
the merchandise to which it is at- 
tached. Its copy should be set in type 
so legible that a near-sighted cus- 
tomer can read it without glasses. 
And the copy should tell a complete 
sales story. Really complete. This 
story should give clear answers to 
the questions regarding the product 
which experience has shown that 
shoppers actually ask, not just ques- 
tions dreamed up at his desk by 
some apprentice copy writer. 


>In Hearns’ three department stores 
we have had to relabel 80% of the 
goods we offer for sale, developing 
our own informative tags. In many 
ways this has been one of our most 
serious problems in putting our mer- 
chandise on a self-selection basis. 


For example, a furniture manu- 
facturer will send us a chair with 
the legally specified content infor- 
mation tag sewed on an inner seam 
so the tag is under the chair cushion 
and not readily available to a con- 
sumer. 

We have taken many orders from 
a certain sample wing chair we have 
on our furniture department floor. 
The firm which makes it sent it with 
the tag in such a position it was 
useless for self-service. So we typed 
the following tag, enclosed it in a 
cellophane envelope and tied it on 
the chair front at eye-level. Our 
label reads: 


1910 PERIOD WING CHAIR 
Curled Hair Construction 
Down and Goose Feathers 
Box Pleats—One of a Kind 
Reversible Cushion 
United Parcel Del. Charge $3.00 
Allow 10 Days for Delivery 


>This label answers the questions 
which occur to the average shopper 
who pauses to examine the chair. To 
the arm of the chair we attached this 
price tag: 


Reg. Price 
Hearns Price 


$399 
$149 


If this kind of home-made tag sells 
merchandise for Hearns, is it any 
wonder that Mr. Conole repeatedly 
points out how much more buying 
appeal would be added if all manu- 
facturers would engage a firm of 
specialists with real design know- 
how to develop an artistic, infor- 
mative tag for their products? 


> One of the country’s leading tex- 
tile manufacturers sends us draperies 
with a label that is worthless for 
self-selection merchandising. It is 
tiny, folds over the edge of the fabric 
and is carelessly pinned on. When we 
used it we usually found it on the 
floor, not on the goods, because it 


“What makes you think we need to 
advertise?” 








CARCARDS 
CONVINCE! 


Time and time again it has been proved through the years 
that carcards complete the perfect combination of effective 
media that stimulates the sale of the advertised product. 
National advertisers, such as Rheingold Extra Dry Lager Beer, 
have found from experience that carcards, used in conjunc- 
tion with their other media, provide the final selling reminder 
that convinces the consumer and promotes the sale. 

This colorful and effective end carcard was produced by 
Offset Lithography in 8 colors for Liebmann Breweries by 
Einson-Freeman Co., Long Island City, N.Y. on Falpaco 5 
ply coated one side, special coating for offset. 


See your paper merchant for samples and prices 
Distributed by Authorized Paper Merchants from Coast to Coast 


FALULAH 


COMPANY 


New York Office—500 Fifth Ave., N.Y. 36 ¢ Mills: Fitchburg, Mass. 
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HANKSCRAFT 
DISPLAY MOTORS 


SELL MORE 





This refreshing display for Coca-Cola has 


boosted “coke” sales everywhere! You'll find 
many other famous names in action with 
Hankscraft Display Motors — the low-cost, 
trouble-free motor that runs for months 


without attention, on a single flashlight battery. 


FREE BOOK! 16 pages of detailed information and 
drawings on 11 basic Hankscraft models, special 
motor applications, and free engineering service 
that will help you plan the most effective 


animation for your display 


THE HANKSCRAFT COMPANY, Dept. AR-12 
REEDSBURG, WISCONSIN 


al Please send me FREE manual on Hankscraft Display Motors. 
Hand waves bottle with attention-getting life- 


like motion. 


NAME 
Display for Coca-Cola Company 


“Coke” is a Registered Trade-mark 


COMPANY 


THE HANKSCRAFT COMPANY * REEDSBURG, WISCONSIN 


Sales Offices in these principal cities: 


CHICAGO © PHILADELPHIA © MINNEAPOLIS *© NEW YORK ® DALLAS 
TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Company) 


STREET ADDRESS 


CITY STATE 
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WE MOVE 
GOODS 


30 YEARS 
OF KNOW HOW 





SEASONED 
DESIGNERS 





70,000 sq ft 


WELL EQUIPPED 
FACTORY 


QUICKLY 
INCREASED SALES 
OF YOUR PRODUCT 


RI a og aap 


Specialists in Design and Production 


»f Counter and Floor Merchandisers 


11 E. Walton Place. Chicago, Illinois 


Representatives in Principal Cities 
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had become detached by customers’ 
handling. The only information it 
carried was the name of the maker, 
the name of the drapery and the 
size. 

We have packaged these draperies 
in attractive cellophane coverings, 
with one pair on display for exami- 
nation by the customer. Inside each 
cellophane drapery package we have 
inserted our own informative tag, 
giving detailed information about 
the item, how it can be used, how it 
should be cared for, what it is made 
of and other pertinent data. 


> Cellophane packaging and inform- 
ative tags have become standard 
with Hearns for infants’ wear, bras 
and garter belts, curtains and dra- 
peries, slippers, jewelry, most toys, 
men’s shorts, underwear and pa- 
jamas, women’s lingerie, most items 
of ready-to-wear and many other 
articles. 

Tags are especially suitable for 
use on ready-to-wear which hangs 
on racks. Most ready-to-wear man- 
ufacturers—in fact, the makers of 
practically every kind of merchan- 
dise—simply do not know how to 
mark their goods for self-selection 
selling. 

Yet the informative tag on a prod- 
uct often means the difference be- 
tween a sale and no sale when the 
item is offered via self-selection. 


> Designing the shape of a merchan- 
dise tag, selecting the right stock, 
selecting the most suitable colors, 
even the kind of string to be used 
in tying the tag to the product, de- 
ciding whether the hole in the tag 
through which the string is threaded 
should be reinforced with a patch, 
are all technical problems of some 
complexity. A manufacturer who has 
specialized in tag production can be 
of real help in solving these prob- 
lems. 

Writing the tag copy is a job for an 
experienced professional who is also 
a skilled merchandiser. It requires 
just as high a grade of talent as 
writing copy for a double-spread in 
Life or for The Saturday Evening 
Post. Experience proves that the in- 
formation on the tag which the shop- 
per reads at the point of purchase 
often determines whether or not she 
will buy. 

Unfortunately, too few advertisers 
recognize this. Too many advertisers 
think that their agency should turn 
out copy for their merchandise tags 
gratis, or for a fee so small it won’t 
cover the agency’s direct cost for 
the copywriter’s time. As a conse- 
quence, agencies traditionally have 
played down the importance of mer- 
chandise tags, rather than have an 
argument with the client over who 


shall write the copy and for what 
remuneration. 

But with the current revolution in 
retail merchandising from clerk 
service to self-selection, the tag has 
become so vital to sales success that 
agencies in their own interest can 
no longer afford to side-step re- 
sponsibility for seeing that tag copy 
is adequate for the job it must now 
perform. With the trend now gaining 
momentum for merchandise tags to 
be featured in all advertising, this 
problem of who should write tag 
copy automatically will be solved. 
For if the agency features the client’s 
merchandise tag in advertisements, 
the agency will naturally write the 
tag copy as part of the over-all job. 

44 


Life-Like Replicas 
Described by Ad Art 


Life-like replicas of products and 
trade characters, produced in high- 
fired porcelain as individual paper- 
weights, statuettes, ashtrays, banks, 
cigaret holders, etc., are described in 
catalog sheets available from Ad Art 
Statuary Co. (Cleveland). The com- 
pany specializes in colorful ceramic 
items for use as displays, gifts, pre- 
miums, etc. 

Among the variety of items illus- 
trated in the catalog sheets are: 

e A point of purchase display for 
The Squirt Co. (Beverly Hills, Cal.) 
showing the company’s trade char- 
acter, “Little Squirt,” standing along- 
side an actual bottle of Squirt. 

e A 5” dachshund dog trade charac- 
ter on a 4x7” base for the Franken- 
muth Brewing Co. (Frankenmuth, 
Mich.), designed as a back-bar dis- 
play. 

e A unique miniature reproduction 
of the “Bryant Pup” trade character 
used as a “calling card” by district 
sales organizations of the Bryant 
Heater Co. (Cleveland). It is 3” high 
x 4” wide. 

e A high-fired china ashtray in the 
shape of the company’s shield and 
incorporating a statuette of the firm’s 
trade character, a Dalmation dog, for 
Central Manufacturer’s Mutual In- 
surance Co. (Van Wert, O.). 

e A replica of an elf-like trade char- 
acter holding a miniature can of 
Seidlitz MultiTint paint, with a 6”- 
wide ashtray as a base. 

The catalog sheets suggest many 
uses for similar items. 


For your copy circle No. 324 on the 
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Firms Develop Plastic 
Self-Adhesive Fabric 


“Con-Tact,’ a new self-adhesive 
backed vinyl plastic fabric has been 
announced by the Conmark Plastic 
Division of Cohn-Hall-Marx Co. The 





new material was developed by Con- 
mark in conjunction with Monsanto 
Chemical Co. (St. Louis). 

Con-Tact is expected to find wide 
applications in the do-it-yourself 
market as a decorative, waterproof 
and protective covering for any dry, 
flat surface, including furniture, 
walls, cabinets, work areas, etc. The 
material will also be applied for use 
in displays. 

Prints including wood grains, nur- 
sery and kitchen patterns, marble- 
ized effects and plain colors are now 
available. 44 


4 


Introduce Corrugated 
Board Shelf Extender 


Container Corp. of America (Chi- 
cago) has announced the develop- 
ment of a new shelf extender made 
of corrugated board. Container re- 
ports that the new extender is the 
first to be produced of corrugated 
board; extenders previously have 
been made of wood or metal. 

The company lists a number of 
advantages for the new extenders: 
lower cost, ability to be knocked 


down flat for shipping, handling and 
storage, and value as a background 
for an advertising message. 

The extender, of two-piece con- 
struction, fastens to a store shelf by 
a cantilever-braced clamping slot. 
It is constructed to hold up to 35 
Ibs. of merchandise. Primary uses 
are for special merchandising dis- 
plays, for holding samples and for 
introducing new products. 

The Kellogg Co. (Battle Creek, 
Mich.) and Nebraska Consolidated 
Mills (Omaha) are among the com- 
panies now using the new extenders. 

Additional details are available 
from Container Corp. of America. 


For your copy circle No. 325 on the 
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Psychological Design .. . This new lip- 
stick dispenser for Max Factor was called by 
Max Factor a ‘‘psychological design to suit 
the woman shopper's needs.’ 


Unique Lipstick Dispenser 


Developed for Max Factor 


A unique lipstick display dispen- 
ser, described by Max Factor as a 
“psychological design to suit the 
woman shopper’s needs,” was de- 
signed for Max Factor by Herbert 
Cooper Inc. (Pasadena, Cal.). 

The dispenser operates on the same 
general principle as a cigaret vending 
machine. Each dispenser unit con- 
tains eight different shades of lip- 
stick. The shopper looks at the color 
strips indicating shade above each 
column of lipsticks, then pulls the 
lever and the lipstick drops. In stores 
where the owner may be concerned 
with pilferage, the levers can be 
locked and the dispenser used as a 
display. 

The unit is 21x1234x10%8”, made of 
blond ash wood with a mirror across 
the top. Copy suggests “Serve Your- 
self” and “Please pay the cashier.” 

Pilot models of the unit were tested 
in 21 stores in California. Results of 
the tests indicated increases in lip- 
stick sales of from 160 to 600%, Max 
Factor reported. 44 


IT’S THE 





Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is one book that 
enables them to stay on the ball. The 
president of one New York Agency, 
for example, says “Advertising Re- 
quirements is helping me to keep my 
staff up to date. I am requesting that 
all creative and production person- 
nel read ig thoroughly.” If you have 
any doubts about seeing every issue, 
we suggest you use the reply card in 
the front of the book to enter your 
own personal subscription at once. 


Advertisers 
use CLOCKS 


modern X 


(that is) Model PDF-20 
@ leading Advertisers use 


modern clocks for they know clock advertising com- 
mands preferred position at the Point-of-Purchase. 


modern clocks — specialists in clock designing and fab- 
rication for 23 years — give brighter illumination, 
flexibility in dealer imprints, and low line voltage 
operation; all at competitive prices. 


see our complete line: 
Display Center, 58 Park Ave., NYC 


today—wire, write or phone for complete information. 


Exclusive territories available 
to representatives. 


modern clock advertising co. 
212 Broadway, New York 7, N. Y. AP 7-8709 
“the Utility line in P. O. P. Display” 
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THAT SELLS! 


TEL-A-STORY SELLS home freezers, glass, machine tools, paints, 
swim suits, burial vaults, insurance, footwear, TV antennas, hosiery, 
floor wax, power tools, bedding, utilities, 
dictating machines, furniture, slip covers, 
ignition systems, and many more products. 


TEL-A-STORY can sell your product, too! 


$149.50 


For complete story, write Dept. AR 16 


TEL-A-STORY, INC. 


523 Main Street, Davenport, lowa 
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Collins, Miller & Hutchings Nc. 
AMERICA’S FINEST PHOTOENGRAVING PLANT 


have a NEw address 


S.E: CORNER 


Lake & Wacker 


CHICAGO 6 
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PHOTOENGRAVING & PLATEMAKING 


The Multi-Color Line Process 


AR presents the third in a series of special articles 
by Larry LeVant designed to help photoengraving 


buyers obtain the most from processes available to them. 


Two-color separation draw- 


ing, prepared by the optical “Kete 
blue method, is ready for the > | 
engraver’s camera. j 


Ji By Larry LeVant 


President 
Laurence Inc 
Chicago 


The simplest and least expensive 
way to achieve variety of color in 
photoengraving is through the multi- 
color line process. The two-color line 
process is the basis, to which may be 
progressively added as many other 
colors as desired. 

Each color is used as a direct re- 
production of the copy furnished to 
the photoengraver, unless an area or 
areas are designated to be “screened” 
by the engraver, in which case he 
breaks up these solids by means of a 
mechanical screen. 

However, the fact that multi-colo1 
line is a direct process does not in 
any sense limit its range of expres- 
sion. By imaginative use of art treat- 
ments all modulations of tone and 
widely different textural effects are 
possible, as was demonstrated in 
“The Line Process” (June AR). 

The three most commonly followed 
methods of preparing copy for the 
multi-color line process are: 

e The keyline method. 
e The flap method. 
e The optical blue method. 

The keyline and flap methods are 
the most frequently used 


>The keyline method is essentially 
a blue print for the engraver in which 
color areas are outlined on the draw- 
ing paper or board. The engrave1 
paints up the solids to include the 
keyline, providing a lap whereve: 
colors adjoin. 

A system that is becoming stand- 
ard, and is recommended, is that of 
drawing in black the keylines that 
outline black areas and of drawing in 
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This two-color reproduction 
was made from the optical 
blue separation on page 69. 
Nothing has changed but the 
color. 








In this reproduction of the 
keyline drawing at right, 
the paint-up line separat- 
ing the trousers from the 
body provides a slight 
color lap. 








u 





selected should be of a 


medium value to assure that both over- 


printed and reverse type will be legible 











Keylining color areas in red gives the engraver 
a positive guide for separation. 


Here black and red copy is furnished 
with instructions to reverse red copy 
and hold the black positive. 







This one-piece type assem- 
bly provides an accurate 
guide for a combination of 
negative and positive re- 
production. A middle 
value color is essential for 
effectiveness. 






selected should be of a 








medium value to assure that both over- 











printed and reverse type will be legible 




















Glossary 
Color . . . means one ink, including 
black. 
Mechanical Screen . . . any one of 
the dot or line patterns applied by the 
photoengraver 
Optical Blue ... a blue pigment hav- 
ing a chromatic value which is not 
photographed without a filter 
Paint Up... a technique used by 
engravers in opaquing plate areas. 
Flap ... dimensionally stable trans- 
lucent vellum or acetate 
Board ... illustration board 
Register . . . the relationship between 
the color components 


red the keylines that outline color 
areas. By following this system the 
unintentiona! inclusion of a black 
line around a color area is avoided. 

Two advantages of the keyline 
method are that all the copy is on one 
sheet, minimizing the possibility of 
error, and excellent register is as- 
sured. A disadvantage is that results 
are limited to flat, mechanical inter- 
pretation. 


> The flap method is one in which the 
artist provides the color separation 
by drawing or pasting up all the ele- 
ments which are to print in one color 
on a board, and drawing or pasting 
up the elements to print in other col- 
ors on individual flaps, with one flap 
for each color. 

Usually the dominant color, most 
frequently black, with the largest 
solids and requiring the most modu- 
lation is placed on the board. The 
colors with the fewest solids are 
placed on the flaps. Flaps should be 
keyed to the board with register 
marks. 

When colors do not touch one an- 
other, they can be put on board or 
the same flap and marked, to hold 
the number of flaps to a minimum. 

Two advantages of this method are 
that the artist has a reasonable lati- 
tude of expression, and that the en- 
graving cost is less than in the other 
two methods given here. The method 
should not be used where close regis- 
ter is a requirement. 


>Two-color original copy in black 
and optical blue is furnished to the 
engraver in the optical blue method 
The original art is essentially com- 
plete, leaving no possibility of error 
of interpretation. Work prepared in 
this manner facilitates client approv- 
al, and eliminates misunderstandings 
all around. 

This is the most satisfactory meth- 
od from the standpoints of maximum 
range of expression and absolute 
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Here the color is done in black on a board. 


The line drawing is prepared on a vellum 
flap in register, and the printed result unites 


the two images. 








30 


20 


10 
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Tints should be specified in percent- 


ages of solid in the range indicated 
here. 














register. The additional cost of color 
separation and extra positives for 
masking at the engraver’s is fully 
justified. 

Usually the optical blue method is 
used for two-color printing. The key- 
line and flap methods are usually 
used for more than two colors. 


>The reader is again referred to 
“The Line Process” for tips on the 
proper preparation of line copy. 
When selecting colors, it is usually 
wise to choose one with a middle 
value which will satisfactorily take 
both reverses and overprints. If one 
of the two or more colors used is not 
black, one of the colors should have 


Checklist 


Here are key points to check when 
preparing copy for the multi-color line 
process: 

e Are lines uniformly black? 
e Are flaps keyed to the board with 
register marks? 


e Are keyline areas plainly marked 
for color? 


@ Have you furnished ink specifica- 
tions or samples? 


e Are screens properly marked? 


YOU’LL JUMP WITH 


Be + e« every time you 


see the excellence Laurence 
gives you 1n every photoen- 
graving. For consistency in 
quality is Laurence’s forte, 
the cherished result of 20 
years’ adherence to quality 


standards. 


INCORPORATED - CHICAGO 
FINE PHOTOENGRAVINGS 
FOR 20 YEARS 
547 SOUTH CLARK STREET 
WABASH 2-6284 


Are you receiving your free copies of ‘“‘Laurence’s Guide for Photoengraving Buyers’? If not, write or phone today. 
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Production 
Manager's 
Lament 


Would that in this broad land 


of ours there were a photo 


engraver who could give us 


true and faithful reproductions 







MAKES 
THE 
DIFFERENCE 


What a tremendous difference 
there can be in engravings! 
Improper depth of etch, 
imperfect dot structure, or 
any carelessness would quickly show up 
in a poor reproduction that’s disap- 
pointing, time-consuming and costly. 
At DOT, “‘precision”’ is a working 
word. And we combine it with “‘speed’ 
to give you quality engravings in the 


shortest time possible 


0T 


Cngra CCP I, « J, He. 





600 W VAN BUREN ST+ CHICAGO 7 
TELEPHONE STATE 2-5367 
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—in color or black-and-white 


—and do it consistently, 


time after time after time. 


To which we reply—try us! 
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carbro 
prints 


A \ we ‘Ge 


— transfer 


ektachrome 


pre-separated Th 


opaque art art i Postliwes 
Tis ah NA se 
Ree he ‘ . o 


JAHN & OLLIER 
ENGRAVING CO. 





817 WEST WASHINGTON BLVD. + CHICAGO 7 + MO 6-7080 
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the right 
clearly. 

To create the illusion of additional 
color, tints may be used by screening 
a solid color. Tints should be speci- 
fied in percentages of solid. 

Color samples or ink specifications 
should be sent to the engraver with 
the copy. q4 


value for printing type 


Pocket Microscope Useful 
Tool for Viewing Details 


The long-popular linen tester, 
used by photoengravers, printers, 
admen and artists to check minute 
details, appears due for replacement. 
Du Maurier Co. (Elmira, N. Y.) is 
offering two pocket microscopes 
which not only provide greater mag- 
nification than most linen testers, 
but are more portable and consider- 
ably lower in cost. 

The pocket microscopes come in 
both 20 and 40 power and retail at 
$2.98 and $3.95 respectively, with 
quantity discounts beginning with 





an order for three. They are 5” in 
length and about the diameter of a 
pocket fountain pen. They have a 
pocket clip. 

The handy microscopes are pre- 
focused and require no adjusting. 
The compound optical systems em- 
ploy four lenses. Bodies are satin 
finished aluminum and weigh less 
than one ounce. A polished surface 
inside the bevel-cut bottom of the 
case serves to reflect light onto the 
object being viewed. 

A flyer giving additional details 
is available from Du Maurier. 


For your copy circle No. 326 on the 
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New Photo-Offset Plate 
Announced by Davidson 


A new line of pre-sensitized photo- 
offset plates, marketed under the 
trade name “Photorite,” has 
announced by Davidson 
(Brooklyn). 

The plates, made of special paper, 
do not require the use of a whirler, 
darkroom or sink, according to the 
manufacturer, who recommends 
them for all types of offset printing 
including solids, halftones and line 
work. Only one developing solution 
is needed when the plate is to be 
used for short run work. The new 
plate is available in sizes for all 
Davidson machine models and other 
small offset presses and is 
through Davidson distributors. 


been 
Corp. 


sold 
44 








By Harry Wayne McMahan 


Cartoons are the universal lan- 
guage, understood from Times 
Square to Timbuctoo. Cartoons are 
fun. 

In television commercials, the ani- 
mated cartoon has often the highest 
viewer interest, the longest life and 
the lowest cost-per-showing. Yet it 
remains the most misused and abused 
technique in the business. 

Cartoon is no cure-all. It has its 
limitations. 

It wins quickest interest, but it 
lacks depth of penetration. In the 
movie theater, the audience likes and 
laughs at the cartoon, but it is emo- 
tionally moved by the live action 
dramatic feature. Mickey Mouse en- 
tertains, then passes from the mind, 
but Dr. Jekyll and Mr. Hyde tells a 
never-to-be-forgotten story which 
personally involves the viewer. 


>From a psychological standpoint, 
the cartoon is primitive, child-like in 
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imagination. The cartoon is not you, 
it is someone else. When it becomes 
too rational and tries to depict actual 
people in normal activities, it be- 
comes unbelievable. 

“Animation sacrifices credibility,” 
reports an audience test comparing 
cartoon and live action commercials 
for Esso gasoline. 

The cartoon always makes the 
viewer the bystander. He can see “the 
other fellow” in the cartoon situation, 
but he finds it difficult to picture 
himself. He never feels the personal 
involvement that he does in live 
action—and this is a clue to the 
failure of many cartoon commercials 
to do the best selling job in tv. 

“People enjoy the antics of cartoon 
characters but they don’t believe 
them,” said Leslie Harris, regarding 
soap commercial believability. “As a 
result we always follow a cartoon 
commercial with real people doing 
the same thing and repeating the 
plug. Our tests have proved that only 
with such treatment are viewers sold 
on the product.” 


RADIO & TV PRODUCTION 


> Experience teaches that the car- 
toon in tv commercials is best for: 
e Gaining interest even as the 
flashing of a cartoon title on the 
screen wins theater applause. The 
S.0.S. Magic Bunny was built on this 
factor. 

e Trademark characters ... actual or 
devised. The Carnation Milk Drop is 
an example of a cartoon character 
devised to fit the product. Invariably, 
though, cartoon characters are better 
when animal-like than person-like. 

e Personalizing the product ... such 
as a car. A cartoon Ford can typify 
many models in used car commer- 
cials. Likewise a can of coffee or a jar 
of mayonnaise can be brought to life 
and given personality with a cartoon 
“face.” 

e Exaggeration and fantasy . be- 
cause the cartoon can stimulate 
imagination more broadly than any 
other technique. A fresh egg can fly 
to market. A dog can walk and talk 
like a man. The artist’s pencil can be 
Aladdin’s lamp. 

e Singing jingles ... because cartoon 
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Full Animation 


best but costly. 


and rhythm go together like ham and 
eggs and the public does not readily 
tire of them. Cartoon jingles have 
the longest life expectancy of any 
type of tv commercial. 


>There are three grades or sub-di- 
visions in the cartoon technique: 

1. Full animation. 

2. Limited animation. 

3. “Grow” or “Scratch-Off” car- 
toon. 

Each grade decreases in cost—and 
effectiveness. 


> Full animation costs an average of 
$80 per second, but this may run as 
high as $200 per second on complex 
productions. As many as seven artists 
work on each frame of full animation 




































About This Article 


This article is adapted from “The 
Television Commercial” by Harry 
Wayne McMahan, vice-president of Mc- 
Cann-Erickson Inc. (New York), just 
published by Hastings House (New 
York) at $5. A casual reference to this 
book in connection with an earlier ar- 
ticle by Mr. McMahan, “Do's & Don'ts 
tor Television Commercials’ (March 
1953 AR), brought a flood of inquiries 
concerning its availability. 

“The Television Commercial” is the 
outstanding book to date dealing with 
all phases of television advertising. It 
is based on Mr. McMahan's experience 
in producing more than 5,000 com- 
‘mercials. It doesn’t deal in theory, but 
draws on concrete results. 

Between its covers is a thorough dis- 
cussion on planning, production and re- 
ception of tv advertising. It gets down 
to basic essentials such as evaluation 
of different techniques and cost factors. 

In an introduction to Mr. McMahan’'s 
book, Leo Burnett says, “He has pointed 
the way to more efficient expenditure of 
tv commercial dollars, and maybe even 
to an improved commercial culture in 
this vital country of ours where selling 
things and services and ideas to each 
other is part and parcel of our accepted, 
respected and dynamic way of life.” 

“The Television Commercial” can 
well form the cornerstone of any ad- 
man's library on tv advertising. 
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and, since there are 24 frames re- 
quired per second, 1,400 drawings 
may be required for a minute com- 
mercial. 

What moves governs the cost of the 
cartoon, because more hand-labor is 
required as the amount of movement 
and the number of characters on the 
screen increase. 

Most producers figure the cost of 
cartoons according to “units” of ani- 
mation. If one simple character moves 
while the rest of the scene is static, it 
is “one unit.” If two characters move 
at the same time, it becomes “two 
units.” A quartet becomes “four 
units” and the price goes up. 


> A wise animation director can save 
money in the layout of a commercial 
by concentrating animation at the 
points most vital to viewer interest 
and the sales story. 

His knowledge—or the same knowl- 
edge in the mind of the creative 
writer—makes use of such devices as 
“cycles” and “free footage.” 

A “cycle” is repeat animation, such 
as a horse running in constant stride, 


vi — 





Limited Animation 


repetition saves money 


parallel to the camera. The same se- 
quence of pictures is photographed 
again and again. “Free footage” is a 
non-animated portion where the 
camera does the movement, such as 
moving along a static landscape to = 
house, where a door suddenly bursts 
open and the animation begins. 


>The planning of cartoons is the 
most complex, least understood phase 
of the tv commercial. Since few 
writers understand the potential cost 
factors, competent advice should be 
secured in the very earliest stages of 
planning. 

Limited animation costs about half 
as much as full animation. It is 
“limited” in the action and move- 
ment of characters on the screen. To 
be effective, it must make full use of 
“cycles” and “free footage.” It often 
shows only extremes of expression 
and gives the illusion of action by 
dissolving or cross-fading in the 
camera from one extreme to the 
other. Camera movement is directed 
to the fullest, and various lens tricks 
add to the effect. 





Often limited animation scenes can 
be cut in with full animation to meet 
a given budget, but such use must be 
planned ingeniously. 


>“Grow” cartoon cuts the cost in 
two again. This type of animation is 
also called “scratch-off,’ because it 
works with one single drawing, 
photographed in reverse as the lines 
are scratched off on successive 
frames. When projected in the op- 
posite direction, the cartoon or sketch 
appears to “grow” or be drawn upon 
the screen. 

The curiosity factor or “magical 
quality” of what the artist might be 
drawing is the secret of the success 
of this trick technique. But, when the 
drawing is completed, it needs to go 
into full animation or the viewer at- 
tention will wane as the movement 
stops. 


>If your product is an “impulse” 
item or if you require only name 
identification, cartoon can do the job 
alone. But if the viewer must ration- 
alize the buying of your product, car- 
toon needs the realistic support of 
live action. The two can be combined 
effectively. 

Cartoon can gain interest and en- 
tertain, but it takes live action to 
make the story believable and per- 
sonalize it to the viewer’s experience. 

Demonstration films especially 
need to combine the two. However, 
all-cartoon spots can be made when 
the viewer already has been exposed 
to the necessary live action demon- 
stration in previous commercials. 

Pet Milk has used all-cartoon 
minute spots to supplement its live 
action series. Previous films had uti- 
lized live action to demonstrate Pet's 
three uses. Then it was decided that 
cartoon could best combine all three 
uses in an imaginative saga of “Pet 
Milk Pete.” 

In the final analysis, remember: 
cartoons are fun. If you can sell your 
product with fun alone, then you can 
sell it with cartoon alone. If you need 
to get serious, if you need to convince, 
you had better back your sales story 
with live action. 44 





“Grow” Cartoon 


a budget saver. 
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Do’s & Don’ts for 


COLOKk TV 


Color tv presents some special 


problems for advertisers. An ex- 
pert with early experience in 
this new medium presents a 
helpful list of tips. 


By Maurine Christopher 


Everybody is sure color television 
will do great things for Lucille Ball’s 
red hair and Arthur Godfrey's 
freckles, but advertisers are much 
more concerned as to how their 
products are going to look on tint tv. 

Their natural anxiety on this point 
has been aggravated by word of 
what has happened to some of the 
pioneer sponsors on color video. Sad- 
dest story is that of the Sunbeam 
Corp. officials, who had to sit by and 
watch with horror as a Sunbeam 
skillet turned out a batch of green- 
yoked eggs on some of the sets at an 
NBC-TV press party. Sunbeam’s 
admen had budgeted $150,000 as co- 


sponsor of the Betty Hutton “spec- 
tacular,” but they undoubtedly didn’t 
get their money’s worth in enjoy- 
ment with this weird commercial 
coming at the start of the 90-minute 
telecast. 

Mishaps of this sort notwithstand- 
ing, color television is muscling its 
way into the advertising picture and 
every ad manager from Dallas to 
Davenport is getting set to reckon 
with the new medium. 


>For the sake of these harried 
hucksters who must keep an eye on 
the future while running their cur- 
rent hard sell campaigns full steam, 
we sought out an expert on the sub- 
ject of films for colorvision. 

As technical director of Screen 
Gems, video subsidiary of Columbia 
Pictures and producer of shows and 
sales messages for tv, M. Peter Keane 
has had a fair amount of experience 
shooting color commercials. 

Reduced to basic do’s and don'ts, 
here is Mr. Keane’s advice to ad- 
vertisers: 

1. Plan to spend more for color 
commercials than their monochrome 


counterparts. 
from 10% animation to 
100% more for some indoor scenes 
because the latter require a lot of 
additional lighting. 


The cost will 
more for 


range 


2. Keep your commercials simple. 
In black-and-white, tricky overlays, 
complicated dissolves and wipes and 
complex split-screen effects can be 
used to great advantage. The same 
treatments are possible with color, 
but they require a great deal more 
time and money. If your product 
can be sold with a straight, into-the- 
camera pitch, this is the safest strat- 
egy for your first try. 


3. Stick to basic color combinations 
if possible. Red lipsticks, for ex- 
ample, will show up redder if shot 
against a green background. Bright- 
est, most electric colors—shocking 
pink, vermilion, etc.—are hard to 
reproduce faithfully. Most difficult 
hue to reproduce with critical ac- 
curacy is yellow. 


4. Avoid the use of two shades of 
the same color. Lipsticks, nail polish 
and other cosmetics will have a 
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stronger impact if the shades shown 
together are markedly different. This 
makes it easier for the potential cus- 
tomer to see and remember the dif- 
ference. 

5. For program titles, spot introduc- 
tions, etc., the best color choice is 
white letters on a medium dark col- 
ored background. 

6. If there is a choice between elab- 


orate indoor and outdoor scenes, 
outdoor shooting may save you 
money. Indoor scenes using night 


club or big stage settings, for ex- 
ample, require 30 to 40 more lamps 
than b-and-w—making studios un- 
comfortably warm but not as stifling 
as they were in the early days of tv. 
Four or five more electricians are 
needed to operate the lights. On the 
other hand, if you choose outdoor 
scenes weather will be a hazard; 
cloudy and windy days can throw 
the schedule off. 

7. Have a test film made of the 
product to see how it reproduces in 
color. This may be a money-saver 
in the long run since some of the 
colors may have to be doctored to 
make them look true-to-life on tele- 
vised film. As in the case of mono- 
chrome video, whites have to be air- 
brushed or toned down to prevent 
glare. Busy, very fancy packages will 
not show up as well as streamlined 
ones with bold color contrasts. Most 
major companies are well aware of 
this and have been re-designing their 
new packages accordingly. The 
bright, relatively new packages of 
General Foods’ Jell-O and Kellogg’s 
Corn Flakes should be standouts on 
color tv. Procter & Gamble’s sleek 
red, white and blue Gleem box is 
made to order for colorvision. 

8. Allow more time for the delivery 
of color commercials. The actual 
shooting doesn’t take longer, but the 
job of editing, cutting and finishing 
must be more painstakingly done if 
the results are to be satisfactory. At 
least four to six weeks extra will be 
needed. 

9. If possible take your work to a 
producer with some experience in 
color film—and right now they are 


MAKE YOUR CLIENTS BUDGET HAPPY with {f 


ANIMATED 








Spectacular Betty Hutton’s true 
colors sparkled on the original telemusical 
“Satins G Spurs,’’ but one of her sponsors 


got off to a dismal start when fried eggs 
showed up green 


hard to find. The technical decisions 
will be up to the producer; you'll 
have to take his recommendations 
as to the best type of film to use, the 
best developing process for that film 
and the best laboratory to develop 
it. 


10. Forget about film and use a live 
commercial if you don’t have at least 
$3,000 to spend on the announce- 
ment. 


>But does the average advertiser 
need to be concerned about color 
now? Wouldn’t he be just as well off 
to leave the headaches of experi- 
mentation to the eager Eddies and 
come in when the techniques have 
been perfected and there is enough 
of an audience to make the trouble 
worthwhile? 

“Not necessarily,” Mr. Keane in- 
sists. “If color is important to your 
product and you can afford it, by all 
means try color now. But go into it 
with an open mind, a larger budget 
and an expanded time schedule. 
Even if you don’t want to buy color 
time right away, you'll have the 
spots should you need them in a 
hurry. And you will have learned 


TV SLIDES ON _ FILM 






PLUS SMALL COST 
OF REPRODUCING YOUR ART 
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10 SECONDS $10 FIL 





Why use STILL SLIDES when you can get action — zooms, 
flashes, wipes, etc., at this low price 


ACK STUDIOS 


1332 So. Wabash, Chicago, Ill. 


. for more details circle 396, page 101 





something about color early when 
the competitive pressure isn’t so 
great. Meantime, of course, your 
color spots can be run in black and 
white, if you wish.” 44 


Advertisers Offered 


New Laughton Series 


“This Is Charles Laughton,” a new 
television film series, is being offered 
to interested advertising sponsors by 
the Teevee Co. (New York). The 
series includes 26 quarter-hour pro- 
grams, featuring readings by Mr. 
Laughton of famous short stories, 
essays, scenes from plays, etc. 

Among the pieces that will be per- 
formed by him are: Dickens on Elec- 
tions, Lincoln’s Gettysburg Address, 
The Old Girl’s Birthday and scenes 
from Hamlet and Twelfth Night. To 
tie in with the series, the company is 
offering for local premium or give- 
away uses by sponsors 10” L. P. 
records containing two programs of 
the series. Price of each record to 
sponsors is $1. 

The Teevee Co. has issued a folder 
describing the new series. 


For your copy circle No. 327 on the 
Reader’s Service Card inside back cover 


The Beer Isn't Imported 
But the Testimonials Are 


Goebel beer has developed a new 
switch on the “it’s imported” theme 
so dear to many snob appeals in 
advertising. 

The new twist, to be used in con- 
junction with Goebel’s national mag- 
azine advertising, will be a series of 
spot announcements based on testi- 
monials of famous European brew- 
ers’ recognition of Goebel beer. 

With the title, “Europe Salutes 
Goebel,” the spots will be produced 
by Transfilm Inc. and Phil Davis 
Musical Enterprises Inc. (New 


York). The agency is Brooke, Smith, 
French and Dorrance. 44¢ 











Here’s a chronological planning guide which will help to eliminate 


many of the headaches in developing your next trade show exhibit. 


There have been many attempts 
to present comprehensive checklists 
for trade show exhibitors, but credit 
for one of the best must go to Lewis 
Barry Inc. (New York). The exhibit 
firm has developed what it calls “The 
Barry -O-Meter,” a_ six-page file 
folder with a checklist arranged in 
chronological sequence. 

AR has received special permis- 
sion to digest the copyrighted check- 
list. Complete copies are available 
from Lewis Barry Inc. through AR’s 
Readers’ Service department. For 
your copy, circle No. 301 on the 
Readers’ Service card inside the 
back cover. 


® 1 Year Ahead 


1. Make market analysis. 

2. Review show management audit 
bureau report. 

3. Review your experience in pre- 
vious show. 

4. Get opinions of others on previous 
show. 

5. Get floor plan and booth dimen- 
sions from show management. 


Copyright 1954 by Lewis Barry Inc. 


6. Correlate above, prepare budget 
report and show recommendations to 
management. 

7. On approval, send request for ex- 
hibit space to show management. 
Check method of drawing for booth 
location. Select first choice and alter- 
nate choices. Send deposit for exhibit 
space and show contract. 

8. Begin a job jacket (file) on pro- 
posed show to include all corre- 
spondence, forms, reports, estimates 
and actual costs, etc. 

9. Review previous show with repu- 
table display builder; request writ- 
ten report giving his general sugges- 
tions and recommendations and in- 
corporate with above report to man- 
agement. 


© 9 Months Ahead 


1. Review with management your 
preliminary plans for space and 
products or services to be exhibited. 
2. Obtain complete report on exhibit 
hall facilities. Confer with market 
development, sales and other inter- 
ested parties and prepare report of 
general exhibit plan for everyone in- 
volved. 


3. Begin planning exhibit, equip- 
ment to be shown, samples to be dis- 
played, etc. Have rough layout pre- 
pared. 


® 6 Months Ahead 


1. Submit report of booth location 
plan for manning and sales theme for 
management approval. 

2. Inaugurate campaign to place 
your equipment in other booths at 
show; write letters offering needed 
equipment to other exhibitors. 

3. Order product, samples, etc., to be 
shown in proposed exhibit. 

4. Select manning force for exhibit 
booth and advise those selected. 

5. Make hotel reservations for man- 
ning force at show location. 

6. Reserve banquet and meeting 
rooms. 

7. Advise advertising agency or de- 
partment on needed copy and layout 
for show folder, literature, invita- 
tions, press releases and auxiliary 
advertising, etc. 

8. Set up a weekly “tickler” system 
to check on all phases of exhibit 
progress. 

9. Review entire program with ex- 
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SHOWS & EXHIBITS 








tints 


FOR 


BOOTH BEHAVIOR 


& BOOTH MAINTENANCE 


* Have your own tool kit and work 
clothes. 


Make sure you have touch-up paint 
for all of your equipment and the booth. 


Post working and hotel schedules in 
the booth. 


Advise home office and the local 
district office of the booth phone number. 


Equip the booth with shoe shine 
rags, a small mirror, coat racks, a bottle 
of spot remover, and drinking water. 


A can of solvent and clean rags will 


usually be needed for degreasing equip- 
ment. 


Each salesman should have access 
to an up-to-date price book. 


Press kits containing photographs, 
releases, and bulletins on each piece of 
equipment should be available. 


Professional photographs of the 
booth should be taken the first two days 


of the show while all is fresh, new, and 
clean. 


Pick up exhibitors’ badges as early 
as possible so you have time to make 
corrections and additions. Check titles. 


Make sure the booth and all of the 
equipment to be exhibited is insured 
from the time it leaves until its return. 


Have salesmen and others sign their 
hotel bills, the hotel to bill you direct 
for space occupied. 


80 * ar * December 1954 


* Keep a small medicine kit in the 
booth; include in it aspirin, Band-aids, 
aromatics, scissors, compresses, etc. 


* Have a sales-briefing before the 
show; use the trade show to train new 
salesmen and to check on competitors’ 
activities. 


* Impress on everyone the importance 
of having one or more persons in attend- 
ance at the exhibit at all times. IT IS 
A CARDINAL SIN OF TRADE SHOW 
EXHIBITING TO LEAVE A BOOTH 
UNATTENDED. 


Devise a method for getting the 
names, job functions, companies and 
addresses of visitors to your exhibit—by 
means of request cards for catalogs, or 
a give-away, or a “Guest Register,” 
prize drawing, etc. 


Always follow-up show inquiries to 
learn if actual sales were ever made. 


Use questionnaires among the sales- 
men to get their opinions of the effec- 
tiveness of the show and of the booth. 


Have agency members visit the 
booth and then turn in constructive re- 
ports on the booth and show. 


After the show, prepare an opera- 
tional-idea-report to be used as a guide 
and reference for next year’s show. 


The display builder should have 
shipping orders for all of the equipment 
displayed and also instruction on the 
disposition of the booth itself. 


Ask the display builder for a report 
after the show on “what we can do to 


make our next trade show more effec- 
tive.” 


hibit builder, stating complete mer- 
chandising theme and budget. 

10. Request rough sketches of ex- 
hibit design suggestions 


© 4 Months Ahead 


1. Prepare copy and layout for show 
folder, mailing pieces, invitations, 
etc. 

2. Check on your product ordered for 
exhibit. 

3. Have salesmen make follow-up 
calls offering equipment to other ex- 
hibitors. 

4. Send in forms required by show 
management. 

5. Inform manning force of individ- 
ual responsibilities at show; detail 
men to assist exhibit builder in set- 
ting-up equipment at exhibit, if nec- 
essary. 

6. Have advertising agency or de- 
partment prepare needed copy for 
exhibit. 

7. Order necessary exhibit acces- 
sories. 

8. Select preferred layout from ex- 
hibit builder’s roughs; have him sub- 
mit selected design in finished, de- 
tailed form for management ap- 
proval. 

9. When layout is approved give ex- 
hibit builder “go ahead” for final 
design, construction and complete 
installation of exhibit 


® 2 Months Ahead 


1. Make out manning force schedule. 
2. Send list of manning force to show 
management for advance registra- 
tion. 

3. Request show tickets to send out 
with invitations. 

4. Obtain and fill out show forms for 
electrical needs, utilities, telephone, 
description of exhibit, personnel, re- 
quest for identification badges, etc. 
5. Send out publicity releases to 
trade papers, public relations repre- 
sentatives for show management and 
other publicity media. 

6. Send letters to other exhibitors 
advising them of delivery of their 
consignment orders for your product. 


e 4 Weeks Ahead 


1. Make out hotel room chart for 
manning force. 

2. Arrange for all transportation to 
and from show. 

3. Start to develop salesmen’s hand- 
books for use at show 

4. Insure exhibit. 

5. Mail invitations, enclosing show 
tickets. 

6. Make certain exhibit builder has 
all necessary “props” to be included 
in exhibit — literature, price lists, 
samples, premiums, any items neces- 
sary to proper function of product 
and operation of exhibit in general. 





® 3 Weeks Ahead 


1. Complete salesmen’s handbooks; 
include timetable, working schedules, 
price book, job descriptions, etc. 
Suggested hints on “booth behavior.” 
2. Mail invitations to preview show- 
ing of exhibit. 

3. Make final inspection of exhibit 
before approving shipment to exhibit 
hall. 


© 2 Weeks Ahead 


1. Give salesmen’s handbooks to 
manning force. 

2. Send in any remaining registra- 
tion forms to show management. 

3. Assemble additional props to be 
used at show; literature, visitor reg- 
istration forms, sales report cards, 
premiums, etc. 

4. Determine disposition of above 
and similar items after show and ad- 
vise persons responsible. 

5. Arrange for needed photographs 
of exhibit—by company photographer 
or local photographer at exhibit lo- 
cation. 


® 1 Week Ahead 


1. Check hotel confirmation of all 
reservations. 

2. Pre-register manning force at ho- 
tel. 

3. Pre-register manning force at ex- 
hibit hall. 

4. Have final staff meeting and ad- 
vise all personnel of first briefing ses- 
sion at the show. 

5. Double-check with exhibit build- 
er for shipment of exhibit back to 
plant or to next show location. 


e At the Show 


1. Breakfast meeting and briefing 
session. 

2. Inspect exhibit for last minute de- 
tails — cleanliness, accessories, utili- 
ties, decorations and miscellaneous 
materials; book matches, ash trays, 
note pads, pencils. 

3. Determine labor needs for exhibit 
maintenance during show; talk with 
show management on union rules, 
procedures, etc. 

4. Have “dress rehearsal” at booth 
before opening of show to visitors. 
5. Make final arrangements for pho- 
tographs of exhibits; include at least 
one photo of empty booth for per- 
sonal show file, another with visitors 
for report to sales and management. 
6. Keep accurate count of each day’s 
registration at booth. 

7. Send visitor registrations to home 
office daily for immediate processing. 
8. Study entire show carefully, com- 
petitors’ booths and show in general, 
for ideas in future exhibits. 

9. Consult with local press for news 
coverage of your exhibit. 


e After the Show 


1. Check out of hotel and settle all 
bills, service charges, etc. 

2. Send letters of thanks to all vis- 
itors who registered at exhibit. 

3. Check bills in connection with 
construction and handling of exhibit. 
4. Prepare complete report on show 
for management. 

5. Check on return of all consign- 
ment equipment from other exhib- 


JANUARY, 1955 


26 Point-of-Purchase Advertising 
Institute, research and edu- 
cational committee, one day 
forum—Hotel Roosevelt - 
New York 


FEBRUARY 
10-12 


Advertising Federation of 
America, fifth AFA district 
convention — Biltmore Hotel 
—Dayton, O. 

Associated Business Publica- 
tions, annual midwest con- 
ference—Palmer House— 
Chicago 


Cost less|'| 
start with | 
cost less 

to ship 


*Over 40 basic 
designs to try 
on for size. 
*Bypass costs 
and delays. 
*Every display 
built to order 


exhibits 


CAPEX COMPANY, INC. 


615 SOUTH BOULEVARD, EVANSTON, 


6. Prepare, and have approved,a plan 
for efficiently handling all inquiries 
and present to sales department. 

7. Prepare follow-up advertising 
and publicity of show participation. 
8. Arrange with exhibit builder to 
break up exhibit into smaller dem- 
onstration units for field office use. 
9. Close out show file and job folder. 
10. Begin plans for next year’s ex- 


hibit while events of this year’s show 
are still fresh in your mind. 44 


21-22 


Engraved Stationery Manu- 
facturers Assn.—The Green- 
brier — White Sulphur 
Springs, W. Va. 

Technical Assn. of the Pulp & 
Paper Industry—Commo- 
dore Hotel—New York 


Associated Business Publica 
tions, annual eastern confer- 
ence—Roosevelt Hote! 
New York 

Nat'l Electric Sign Assn., an- 
nual convention—Hote!l Bi 
more—Los Angeles 

The Exhibitors Advisory Coun 
cil Inc., Show of Shows- 
69th Regiment Armory- 
New York 

Advertising Specialty Nat'l 
Assn., spring s 
Palmer House —Chivege 

Folding Paper Box Assn. of 
America— Drake Hote! 


ie | y 


session 


= 


one of the |}! | 
new Prefab _ || 








and they 


Look Wonderful 


You'll be in good company with a 
CAPEX and your budget will look 
lots bigger. Send 
for “Idea Starter 
portfolio, including 
new Continental 
designs 


ILLINOIS 


. for more details circle 380, page 101 
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A Theory on Color 


There is considerable argument among 
the various experts as to the real impor- 
tance of color selection in preparing direct 
mail materials. Most, however, do agree 
that color selection does play a role in the 
success or failure of many mailings. 

The main point of argument from many 
quarters is that far too many people be- 
lieve in some hard and fast rule when it 
comes to color—and try to apply it directly 
to every mailing they make, without taking 
into consideration all factors involved. 

Last month ("Color in Advertising,” 
page 79), AR presented a discussion on 
the subject of color by Faber Birren, one 
of the nation’s leading authorities. This 
month, through the cooperation of Tension 
Envelope Corp. (Kansas City), we are 
reprinting an article by another authority, 
Suzanne Caygill, which originally ap- 
peared in Envelope Economies. 

Neither article is intended to establish 
any unbreakable rules for the use of color 
in advertising. Rather, both are intended 
to show the importance of studying the 
color problems involved in every promo- 
tion job. 

In introducing her article in Envelope 
Economies, Miss Caygill summarized her 
theory: “Color is a basic harmony in the 
universe. There should be no confusion, 
doubt, or questioning about color. It should 
not be shrouded in technicalities, nor re- 
served for the aesthete. Color belongs to 
everyone; it is universal. 

“In the projection of ideas, which adver- 
tising represents, color becomes a more 
potent stimulus, directing the appeal. Con- 
sequently, advertising must be identified 
with self. 

‘Within each individual there is a di- 
rect, spontaneous, affirmative reaction to 
color that is both subconscious and auto- 
nomic. Each person has a specific color 
reaction. Through thousands of color tests, 
through charts and analyses, we have 
proved that color evokes a highly personal 
response in each individual. Since color 
reaches a person at the subconscious level 

. instills, inspires and insists upon its 
own reaction, we must direct the use of 
color toward the purely natural impulse 
existent in every human being.” 

Miss Caygill divides humans into four 
seasonal groups in determining their basic 
reaction to colors. She says, “The most 
effective appeal possible to each of these 
types—male or female—is through the use 
of color stimuli which are in harmony with 
their own coloration.” The types are: 


@ Spring Coloration . . . The golden- 
haired vivacious blonde with Spring color- 
ation recognizes herself in bangles, bells, 


and bow knots. She collects gadgets, floral 
prints. She loves to “dress.” She can be 
sold profusion, for she is a ready and will- 
ing impulse-buyer. 

Her masculine counterpart responds to 
speed and motion. He likes the “stream- 
line” approach. He’s a customer for low- 
slung sports cars, and enjoys the idea of 
a “pushbutton life.” He likes to buy clothes 
for women, and gladly supports the “high- 
heeled” look for a woman. He likes any 
color so long as it's blue . . . but enjoys 
browns of blonde woods. A handy man 
who lives to fix things, he is an avid buyer 
of “do-it-yourself” kits. 

To sell this group: Capture their atten- 
tion and sell them ideas through the use 
of bright colors, glossy papers and bold- 
face type. 


e Summer Coloration . . . This type of 
woman has an amethyst cast to her skin, 
should use rose powder to give her correct 
identification. She feels at ease when sur- 
rounded by violets, mauve-tinted carpets, 
fluted plum glassware and a silver vase 
full of American Beauty roses. She likes 
pastels, so it is easy to sell her pale pink 
sheets and powder blue blankets. 

Her masculine counterpart will select a 
pewter gray car, slate blue suits, accented 
with platinum accessories. He lines his 
office with first editions and prefers a 
country home by a placid lake. 

To sell this group: Use low-pressure. 
Move in unobtrusively with muted hues, 
soft, elegant-textured papers and stylized 
printing types. Expect a delayed reaction. 


e Autumn Coloration . . . This woman 
with her bronze skin will recognize herself 
in a fashion trend of orange and brown, 
but feels ill at ease if a sales person urges 
pastels on her. She responds easily to 
slave bracelets and gypsy blouses, to cop- 
per chafing dishes, stoneware and Chi- 
nese color combinations. She buys a leop- 
ard coat with confidence, but she stands 
on one foot and then on the other when 
confronted with a pale pink chiffon. 

Her masculine counterpart builds his 
house of stone and rough-hewn woods. 
He selects wide, confortable chairs, pipes 
in a row and buys tweed jackets by the 
dozen. He can be sold quantities of hunt- 
ing and fishing equipment—but chances 
are, he'll never have the time to use it. 

To sell this group: Use both rich colors 
and textures. Metallic papers and execu- 
tive printing types appeal to them. 


@ Winter Coloration . . . This woman, 
with her olive skin and raven black or 
snow white hair, recognizes herself in 
white satin, black velvet and ermine tails. 


She favors diamonds and brilliants for her 
throat, crystal for her table, black or white 
carpets, ebony tables and homes of glass. 
She is not a remnant buyer, but prefers to 
make purchases during unhurried planned 
appointments. 

Her masculine counterpart likes to be 
sold in the privacy of his office. He collects 
etchings and rare books. He enjoys ele- 
gant personal effects— yearns for a 
schooner or a yacht—and may have a 
collection of sabres, rare jewels or thor- 
oughbred horses. His every possession 
emphasizes his good tastes. 

To sell this group: Use the highest forms 
of art interpretation. Short cogent state- 
ments, isolated in the whiteness of a page 
... fine line drawings .. . laid or water- 
marked papers . .. and printing types sug- 
gestive of engraver’s script. 





A more complete explanation of Miss 
Caygill’s theory is contained in the special 
issue of Envelope Economies titled “The 
Influence of Color.’ The 16-page booklet 
also contains four ‘palette’ charts show- 
ing the range of colors which are most 
stimulating to each of the four seasonal 
coloration groups. Each chart has from 72 
to 80 different colors. Copies are available 
from Tension Envelope Corp. through AR’s 
Readers’ Service department. Just circle 
No. 302 on the Readers’ Service card in- 
side the back cover of this issue. 


| 
| 
| 
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By Suzanne Caygill 


The mail is stacked high . . . the 
time is limited the executive’s 
decision to open or discard rests 
upon one split second! The entire 
industry of direct mail is focused on 
that one split second to prevent the 
sales message from ending in the 
circular file. 

Regardless of the time and thought 
expended, the cleverness of appeal, 
the price reduction, the reasons for 
buying it now, the methods devised 
for follow-through, the intriguing 
idea for turning a page, the ingeni- 
ous place to put the money, the 
fill-in, the order blank, and the re- 
turn envelope . . . these all come to 
nothing unless the prospect opens 
the envelope. 

In that split second before the let- 
ter or mailing piece is either dis- 
carded from habit or retrieved from 
automatic disposal, it is the envelope 
that bridges the gap between the 
man and your message. In that split 
second, copy is not read, ideas do 
not have time to catch on or to be 
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digested. While interesting, atten- 
tion-getting copy is important, the 
envelope must have sufficient appeal 
to compel his interest. 


> Envelopes, regardless of their con- 
tents, can be roughly divided into 
several categories of appeal to this 
split second decision: 


e Conventional ... While many per- 
sons will react to odd and unusual 
shapes in envelopes, those indoc- 
trinated from childhood with a “con- 
ventionalized” pattern (lawyers, 
ministers, scholars, etc.) will not re- 
spond to the “hurry up” get-it-now 
bright colored cleverness of a mail- 
ing. Letters which ask one to use his 
judgment should be in off-tones of 
gray and quiet blues. Bold color will 
rob subtle, indirect selling of its 
heart beat. 


e Impressive . . . Some persons are 
led through “influence.” They like to 
be associated with others who are 
doing the same things. For these 
people envelopes and stationery 
should have emblematic symbols 
suggestive of clubs, organizations 
and “seals of approval.’ Blue is a 
favorable color to use for this appeal. 





e Surprise (shocking) ... A mailing 
piece meant to sound gay should use 
three-color combinations embodying 
triadic harmonies or widely sepa- 
rated harmonies such as coral with 
brown, blue with yellow, turquoise 
with chartreuse. Letters with thumb- 
nail cartoons and bright ideas in- 
tended to entertain should be printed 
on light lemon colored papers 


e Advisory To administer ad- 
vice, cajole or disturb (stimulate 
fear) in pastel colors, subdued col- 
ors or black and white, is to reduce 
the blood pressure while attempting 
to raise it! For this reason use the 
bolder colors. 


> Since it is only rarely that a single 
mailing piece or advertisement can 
be made to appeal to all color types 

the question arises: How can we 
use color? 

There are several ways to make 
its use more effective. Let us re- 
member first, that it is better to use 
color combinations having a strong 
appeal to one group than to use a 
jumble of colors which appeals to 
no one—and may 
everyone! 


actually repel 
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Prominent Users of Strathmore Letterhead Papers: 


No. 113 of a Series 






One of the latest Monroe 
Adding-Calculators, 
capable of split-second 
computations automatically, 
without chance of error. 


nor Carcucatine Macuue [ ompaxy, lec, 
x re 


Onaxce New Jamey 


to margin for error 


with QUALITY! 


It is safe to say that the huge financial enterprises which are so neces- 
sary to our modern world could not have developed so readily without 
the mechanical calculating machine. In this respect, the contribution of 
the Monroe Calculating Machine Company to the world of business has 
been considerable. Monroe adding, calculating and accounting 
machines help turn the wheels of commerce all over the world with 
dependable efficiency. 


The Monroe Calculating Machine Company prides itself both on the 
uniform precision of its many products and on the quality which in- 
variably distinguishes the operation of its entire organization. Typical 
of this is the Monroe letterhead .. 


. distinctive and expressive on a 
Strathmore Letterhead Paper. 


The fact that so many prominent firms insist on a Strathmore paper 
when they plan a letterhead is a clear indication of its quality. To 
observe an even more vivid demonstration of this innate quality, 
have your supplier show you samples of your letterhead design on a 
Strathmore paper. You will see why you, too, should count on 
Strathmore’s expressive quality. 


STRATHMORE LETTERHEAD PAPERS: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing. Strathmore Bond. 


Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


NEW STRATHMORE THIN PAPERS: Strathmore Parchment Onion Skin. Strathmore Bond Onion 
Skin, Str ithmore Bond Air Vail, Strathmore Bond Transn aster, 


STRATHMORE 


MAKERS OF FINE PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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If more than a single ad or mailing 
is planned, they can be divided be- 
tween the various appeals, so that 
within the complete series there will 
be an appeal to each of the color 
groups. Also, certain products have 
more appeal for certain color types, 
and some professions and activities 
tend to attract a larger share of their 
adherents from within the ranks of 
a single color group. 


>When a specific mailing list ‘s 
used, it is often possible to dete: - 
mine, from the source of the list, the 
basic color combinations which will 
most effectively appeal to them. To 
illustrate this possibility we have 
analyzed below four widely diversi- 
fied lists supplied by Jim Mosely, 
Mail Order List Service (Boston): 


1. Women—Greeting card sales kit 
buyers who are interested in earning 
extra money: Mailing should be 
keyed to blues and yellows, given the 
“light touch.” These women belong 
genevally to the “Spring” group who 
do not like to stay home, are at- 
tracted to “pin money” ideas which 
they can pick up and lay down with- 
out entanglement. 


2. Men—Seed, nursery stock, poultry 
and farm specialty buyers: Obvi- 
ously a group of men who know the 
earth and respond to earth browns, 
foliage greens and rough textures of 
the “Autumn” group. However, it 
might be well to test a small portion 
of this list with the blues of the sky 
and water as many may belong to the 
“Spring” group rather than the 
“Fall.” 


3. Men & Women—Buyers of meta- 
physical and self-betterment courses 
and books: The light values of red- 
violet, blue, blue-violet and blue- 
grays will have more appeal to this 
type. Abstract designs and refined 
pen drawing of art impressions are 
most likely to succeed. 


4. Luxury Gift Buyers—Subscribers 
to fashion and shelter magazines: 
Use elegantly textured papers and 
understated neutrals, such as buff 
and brown, silver on gray, copper, 
blue and gray blues. Use a re- 
strained, separate order form—not a 
“tear-out.” 


Many mailing lists can be similarly 
analyzed, and definitely assigned to 
a specific color group. To accurately 
pre-determine the colors, textures, 
art forms, and type faces which will 
exert the greatest personal response 
from a given list, is to increase the 
effectiveness of a mailing many fold 
without increasing its production 
cost. 44 





PRINTING & BINDING 


Screen process printing has been 
making some remarkable strides 
forward ... and, as a result, is 
becoming increasingly important 


to admen. 


SCREEN PROCESS 
grows in importance 


By Bert Enos 
AR Associate Editor 


Screen process printing—a 5,000- 
year-old craft that today is an in- 
tegral part of the complex printing 
industry—owes its present position in 
large part to two recent and major 
developments. 

Within the past five or six years 
steady mechanization of the process 
has resulted in presses, both with and 
without mechanical feed, that are 
capable of as many as 2,000 impres- 
sions an hour. To be properly appre- 
ciated, this 2,000 iph figure should be 
weighed against the 200 impressions 
an hour capable for similar jobs 
where hand processes are used. Of 
course, the number of impressions 
possible per hour varies considerably 
within the screen process industry 
because of the extremely wide va- 
riety of possible printing stocks and 
paint formulations. 

The net result, however, is faster 
production and, in the opinion of 
Ralph Karsten, central region vice- 
president and a director of the 
Screen Process Printing Association, 
there’s more to come. Some printing 
equipment manufacturers are be- 
coming aware of the potential in the 
screen process field, according to Mr. 
Karsten, who predicts that within 
the next four or five years this 


awareness will result in the produc- 
tion of printing equipment with 
many new features. 


>A later newcomer to the industry 
is the wicket dryer, which does away 
with distortion of stock and conse- 
quent faulty registration of color, 
longtime bugbears of the screen 
printing process. Long used by metal 
lithographers, it is only within the 
past year that the wicket dryer has 
been adapted for less rigid stocks. 
The wicket dryer permits air dry- 
ing, which gets away from distortion. 
It still is limited in size, with 35x45” 
sheets the limit it can handle thus 


Correction by Screen Process . 


far. It should be noted, too, that 
infra-red or convection driers re- 
main in use and are eminently satis- 
factory where registration is not a 
problem. 

There are certain applications 
where screen printing process has 
carved out its own niche in the 
printing industry. 


e Because it can lay down heavy de- 
posits of color, screen printing is 
noted for strength and brilliance. In 
fact, where brilliance, power and 
punch are a primary consideration, 
screen process is indicated as an out- 
standing printing method. 


. . One of the typical roles of screen process printing is 


to make alterations in displays. In this case spring art (right) was overlayed on the 
winter scene to permit use of the display in states where use of flashers for liquor 


displays is prohibited. 


December 1954 ¢ ar ¢ 85 











GET IMPACT 
WITH UNUSUAL 





SILK SCREEN 
MAILING PIECES 


The strong pulling power of out-size or unusu- 
ally die-cut direct mail pieces is pretty well 
accepted among advertisers who use this potent 
form of contacting prospective customers. 


And Silk Screen printing has justified this faith 


by helping to deliver return orders in above 
average percentages. 


Because this versatile printing method lends 
itself to the quick and inexpensive production 


of such mailing pieces, it is often specified by 
the art director in his original rough. 


On out-size jobs, Silk Screen plates are pre- 
pared with no inconvenience or time-loss to the 
exact dimensions of the layout. The usual search 


for an outsize press is completely eliminated. 


If unusual die-cutting is required, the Screen 
Process printer can deliver eye-compelling bleed 
color areas along the cut-out edge in perfect 
register. Product reproductions are sharp and 
striking 


In every way, Silk Screen printing so strongly 
recommends itself to quality production of un- 
usual mailing pieces that more and more adver- 
tisers are designing mailers with Silk Screen in 


mind. 


NAZ-DAR hos a world-wide reputation for pro- 
ducing the finest quality Screen Process inks. 
Request them in your next paper, cardboard, 
metal or plastic display job. 


We will be glad to send you, 
and your local Screen Printer 
a copy of Naz-Dar’s big, fully 
illustrated catalog. It will help 
you in ordering and producing 
quality Screen Process Printing. 


‘Business Building” 
Ink by NAZ-DAR 





| My name 


Address 


| | | 


| City ——— Ss 


| My local Screen Printer’s name 


Re 
| 
| Address_ 


| 


} 
| 
| 
| 

—_ 


ae A ee 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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e The nature of the process also 
makes it posibie to print pastel col- 
ors on dark backgrounds without the 
background penetrating through. 
This is due to the heavier pigmenta- 
tion of the paint or ink and the abil- 
ity of the silk screen operator to con- 
trol the ink film by using different 
sizes of mesh and different types of 
squeegee. In this type of printing, 
impression is not a problem since 
the screen itself lightly touches the 
printing stock and then springs back 
in place. 


e Again, the heavy deposit of paint 
or ink possible with screen process 
makes it ideal for printing with day- 
light fluorescent inks, which, indeed, 
have proved a boon to the industry 
in recent years. The pigments used 
in many types of fluorescent printing 
depend for maximum light stability 
and fade resistance on a particularly 
heavy deposit (approximately 1.6 
mils or better), which is impossible 
with other forms of printing. 


e Screen process also has wide ap- 
plication for combination work with 
letterpress or offset lithography. For 
example, there’s a pen display which 
calls for the trademark to be illumi- 
nated by a flasher from behind the 
display. In this case the display was 
lithographed, but screen process was 
used at the trademark because of its 
ability to lay an opaque layer of 
paint around the area where the 
light flashed through and thus con- 
fine the flash to the trademark itself. 


e Another feature of screen process 
is its use in correction work. When 
the laws of one state forbade a cer- 
tain kind of imprint on a display for 
a nationally advertised product, for 
example, screen process was used to 
block out the lithographed imprint 
and to apply a different type of 
greeting on the newly established 
background. In this case, it was wise 
economy to print the entire run one 
way and then to use screen process 
for the correction. 

In another example, Hiram Walker 
Distilleries (Peoria, Ill.) had a dis- 
play for its Imperial whisky which 
featured a winter scene. A flasher 
behind the display converted the 
winter scene into a spring scene. The 
display was designed for use na- 
tionally but certain state laws inter- 
fered, because in some states it is 
forbidden to use a flasher behind a 
display. Here again screen process 
was called in, and spring art was 
overlaid on the winter scene to per- 
mit use of the display without the 
flasher. 

In a third case, it was decided to 
use a lithographed display originally 
designed for the United States for a 








for less than 1¥2¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 
Dept. A-12-A. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 

NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 
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Super-Bright 
Uy ho] A 


Pe es 
ye tCuiic yb 


@ DAY-GLO Day- 





light Fluorescent 
Colors —the Brightest 
Colors in the World— 
add stopping power 
and sales impact to 


all your advertising. 


Be bright, 
Use DAY-GLO! 


SWITZER BROS.,' INC. 


FIRST NAME IN FLUORESCENT COLORS 
4732 Sti Clair Ave. * Cleveland 3)Ohio 
IN CANADA: STANDARD SALES COMPANY 
4097 Madison Avenue, Montreo! 28, Quebec 
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Wicket Dryer . . . Adapted for screen 
process printing from the dryer in use by 
metal lithographers, the wicket dryer per- 
mits air drying, which gets away from dis- 
tortion of stock and consequent faulty 
registration. 


campaign in Mexico. The hitch came 
in that the display included a memo 
pad with handwriting in English. 
Here again screen process was used 
to block out the English message and 
to overlay a message in Spanish. 


>On the question of what require- 
ments must be observed in prepar- 
ing artwork for silk screen stencils, 
production men will be pleased to 
know that, according to Mr. Karsten, 
preparation of artwork is not radi- 
cally different from preparation for 
other printing processes. 

There are basically two types of 
stencils employed in making a silk 
screen—handcut stencils and photo- 
graphic stencils. And though a va- 
riety of different methods and mate- 
rials are employed in making each 
type, basically there are no other 
types used. 

For handcut stencils, says Mr. 
Karsten, in most instances it will 
suffice if you use pencil outline art. 
Finished black and white artwork is 
not necessary because the stencil cut- 
ter—an artist in the silk screen in- 
dustry—will cut along the outlines 
only in cutting the stencil. It is de- 
sirable, though, that the artwork be 
sharp and true, even though the ex- 
perienced stencil cutter can and fre- 
quently does make corrections as he 
cuts. Mr. Karsten also advises that 
with pencil outline art, it is advisable 
that color specifications be placed on 
a tissue overlay. Otherwise, the col- 
oring in the transparent stencil film 
will filter the colors and the cutting 
outlines will become lost for the sten- 
cil cutter. 

Where photographic stencils are 
used, artwork preparetion should be 
the same as for offset lithography 
since the steps in making a photo- 
graphic screen so far as the camera 
work is concerned are almost identi- 
cal to those employed in offset lithog- 
raphy. 


> There are certain applications that 





= Gnd ‘nem at Pace Press. 
In every department, top meh in-the craft are at your 
service: typography, platemaking, the proper process 
(letterpress or lithography), black and white, color, short 

run or long. 
CALL Our salesmen, too, are top men who know their business 

‘ and know how to save you time, effort and expense. 

Ci 6-8100 That next job, whether a simple short run or a process run 
A PHONE CALL WILL BRING A (We Can produce 48” x 71” sheets, five colors in one 
REPRESENTATIVE WHO KNOWS —_—s run through the press) won’t be any gamble if you stack 
HIS BUSINESS the deck in your favor with the aces at Pace Press. 


SENSIBLE PRICE — SPARKLING SERVICE — ASSURED QUALITY 


Pace Press 


INCORPORATED 


Fatt LITHOGRAPHIC mr. 636 th AVE, N.Y.C. 
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presenting 
the greatest array of reproduction 
potentials in the world thru the most versatile process 


SILKSCREEN PRINTING 


APPLICATION OF DAY-GLOF COLORS, FLUORESCENTS (BLACKLIGHT) AND PHOS- 
PHORESCENTS (GLOW IN THE DARK) . PRINTING ON PAPER, TEXTILES, CARD. 
BOARD, PLASTICS, WOOD, METALS AND GLASS PRINTING OF POSTERS, BANNERS, 
LIGHT AND MOTION DISPLAYS, DISPLAY-CARDS AND PENNANTS . . . PRINTED 
CIRCUITS AND APPLICATIONS OF TINSEL, MICA, REFLECTIVE BEADING AND FLOCK 


A 
SCREEN-FLOCK INDUSTRIES ic. 


5545 N. Clark St phone UPtown 8-7400 Chicago 40. Illinois 
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COUPONS ARE 


@ULT” ausiness 


EUREKA designs and prints coupon: 
for the country’s leading users 
EUREKA coupons have that 
‘valuable’ look — printed on ESPCO 
safety paper 

EUREKA coupons are protected 
against counterfeiting 

EUREKA can serial number your 
‘coupons for added safety 


Enlist this EUREKA know-how for a successful 
coupon promotion. 
Write for samples to: 


EUREKA 
SPECIALTY 
N PRINTING 


COMPANY 


567 Electric Street, Scranton 9, Pa. 
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Bound to 
make your 
sales thrive 
in 1955 


SLOVES 


portfolios 
sales kits 
easel binders 
merchandise- 
presentations 


Algonquin 5-2552 


NEW 
IDEAS 
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by their very nature usually indicate 
use of screen process. These include: 
e Flags, pennants and cloth banners. 
e Printing on glass. 

e Metal signs, nameplates, dials. 

e Plastic decals and all plastic deco- 
rating. It is noteworthy in this con- 
nection that screen process can print 
on vinyls, acetates and polystyrene 
with specially prepared paints that 
penetrate into and fuse with the plas- 
tic, obviating cracking and peeling. 

e Masonite and wood products in 
general. 

@ Decalcomania. 

e Daylight fluorescent and phospho- 
rescent applications. 

e Etch resist for printed circuits. This 
is a late development that is finding 
wide application in radio, tv, window 
flasher and other types of small cir- 
cuits where wiring has been elimi- 
nated. 


> Paper posters, streamers, point of 
purchase displays, book covers and 
such applieations represent border- 
line cases, of course, and other fac- 
tors must be taken into consideration 
before a decision to use screen proc- 
ess or some other printing process is 
made. 

In itself, screen process should not 
be looked at as a process in competi- 
tion with letterpress or lithography, 
Mr. Karsten believes. He points out 
that screen process has its own appli- 
cations, its own price structure and 
its own character. Just as newspaper, 
radio and tv supplement one an- 
other as advertising media, so do 
screen process, gravure, letterpress 
and lithography supplement each 
other in the printing field. 

To swing to silk screen for econ- 
omy reasons alone, for example, is 
the wrong approach, Mr. Karsten 
says. The best guide for the produc- 
tion man is to acquaint himself with 
what screen process can do and then 
weigh his knowledge against his re- 
quirements before making his deci- 
sion. 44 


“Magic Match” Color Card 
Offered by Naz-Dar Co. 


A new “Magic Match” color card, 
covering the complete Naz-Dar Co. 
(Chicago) line of 5500 Fast-Dry 
screen process inks has been pro- 
duced. Each of the color chips is 
bleed-mounted along the four sides 
of the inside face of the card for 
quick matching—without any white 
edges between color chip and match 
sample. 

The color card is 742x742” when 
folded and is punched for wall hang- 
ing. In addition to the color chips, 
Naz-Dar has included a detailed 
explanation of how the 5500 colors 
are best used. 





CLAREPORT* 
REPORT 
COVERS 


Make your 
reports, 
proposals, 
presentations , 
more effective! / 


Clareport* is a patented report cover with a 
durable, transparent front cover and a back of 
Strathmore Beau Brilliant cover stock in 8 smart 


colors, available for immediate delivery. 


Clareports* are made to hold standard 11” x 
812" sheets. (Special sizes to order.) 25¢ each 
for 1000, 30c each for 100. 


Send for your FREE Sample today 


Belford 


Company, Inc. 
317 W. 47 St. 
Dept. A-124 
New York 36, N. Y. Write, wire or phone. 
Plaza 7-5950 *U. S. Pat. 2480917 
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We specialize in 
custom-made easel 
binders and presenta- 
tion binders. Your 
problem solved quickly 


and inexpensively. 


COLOR PRINTS 
Inexpensive machine run dye transfer 
ey ateht Fast service — Accurate color 
reproductions from artwork, direct sepa- 
rations or transparencies. Any quantity 
from 10 to 1000. Immediate service thru 
local representatives. 


SKOKIE COLORGRAPH CO., INC. 
P. O. Box 25 Morton Grove, Illinois 
Phone ORchard 3-7610 
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4-COLOR 
advertising literature 
for the price of 2 


S35 
ees 


e 
. 
. 
. 

ee 
. 
. 
. 


Write today 
for your 

free copy 

¥ to the nearest 
H. S. Crocker 
office 


Dept. A-12 et: 


This free booklet explains how 
your advertising and sales litera- 
ture can be produced in full color 
lithography at prices never before 
possible. H. S. Crocker’s exclusive 
Colorform method can revolu- 
tionize all your mailing pieces... 
even on a limited budget. 


H. S. CROCKER CoO., INC. 
San Francisco Los Angeles 
720 Mission 2030 E. 7th 
Chicago New York Baltimore 
350 N. Clark 100 Hudson 1600 S. Clinton | 
soe. 
SOCCER Cee 
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“Magic Match” . . . This new color card 
showing chips of Naz-Dar screen process 
inks has an unusual design with color 
chips bleed-mounted along the edges for 
easy matching. 


The Naz-Dar 5500 line is in wide 
use, particularly in the display in- 
dustry for screen process printing of 
paper and cardboard merchandising 
aids such as posters, counter cards, 
banners, etc. 


For your copy circle No. 328 on the 
Reader's Service Card inside back cover 


New Features Are Added 
To Mass Mailing Unit 


Two new features—a postage meter 
unit and a power-driven stacker— 
have been combined with the Postage 
Meter Model Inserting & Mailing 
Machine manufactured by Inserting 
and Mailing Machine Co. (Phillips- 
burg, N. J.). 

The postage meter unit, which is 
built-in, enables mass mailers to 
completely prepare all types of mail, 
including first class, in one continu- 
ous operation and eliminates sepa- 
rate payments of postage for each 
mailing as well as separate process- 
ing of mail for inserting and meter- 
ing. 

The power-driven stacker, with 
increased capacity for envelopes, re- 
sults in speedier mechanical mail 
preparation and reduced handling 
time between machine and post office. 


> The entire unit automatically gath- 
ers multiple enclosures, inserts them 
in an envelope, seals, prints postal 
indicia and counts and stacks the 
mail at a rate of from 3,500 to 4,500 
pieces of finished mail per hour. Only 
one operator is necessary. 

Another feature of the equipment 
is an automatic error detector, which 
stops the machine and flashes a light 
at the trouble point. The new ma- 
chine is available with four, six or 
eight insert stations and can be had 
with a streamlined console cab- 
inet. 44 





Burkhardt ZIP-A-KITS 


make selling 


Whether it’s a simple interview . . 
campaign .. 
tell a convincing, logical story . 


easier! 


. or a long selling 
. Burkhardt Zip-A-Kits help your salesmen 
. every time! That's 


because Zip-A-Kits are job-engineered to carry catalogs, 


sales literature, samples, books, etc., compactly and effi- 


ciently... 


and keep them in the proper, easy-to-reach 


order, necessary for a logical selling story. 


Yes, Zip-A-Kits make selling easier for your salesmen. 


Call or write today for your free copy of our newest 


catalog. Zip-A-Kits are best... by design! 


Send now for this newest Burkhardt 
Catalog. It’s profusely illustrated... 
shows Zip-A-Kits to fit every budget. 


COMPANY 


LARNED AT SECOND e DETROIT 26, MICHIGAN 


“Binders to American Business since 1911’ 
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AR 


REACHES 
MORE 
ADVERTISING 
AGENCIES 





than any other publication. 
If you sell advertising 
services, materials and 
equipment to or through 
agencies, your ad in AR 
will reach the top in 
response. 


ADVERTISING REQUIREMENTS | 
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A &% page ad that pulled 148 inquiries 
from advertising “doers”—it could 
have appeared only in Advertising 
Requirements, the workbook of pro- 
motion, production and merchandis- 


ing people everywhere. 


Advertising Requirements’ record of 
reader response and sales results 
continues to grow with each issue, 
as more and more of the people who 
specify and buy supplies, equipment 
and services connected with the 
shirt-sleeved end of advertising find 
it fills their needs in supplying how- 
to-do-it ideas and where-to-buy-it 


reference information. 


Twenty-one thousand top prospects, 
controlling the expenditure of over 
3 billion dollars in 13 varied fields, 
are the sales potential you reach— 
and SELL—every month in Adver- 


tising Requirements. 


Put AR to work for you today! 


eee 
SS 


Advertising 


BRISACHER WHEELER g STAFF 
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BRISACHER WHEEL 
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August 23, 1954 


Mre Richa 
Simps 
703 w 
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NCisco 3, California 
Dear Dick: 


As you k 
: now, w 
t ’ Qe hay . 
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Crocker to 
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than any we 


Cordially yours 
’ 


BRIS; 
SACH R, WHEELER @ STAFF 


U : 
Robert a 


Hoffman 


4 
Ccount Executive 


~ 
moe, Maan 


Frone see 


Estadtisneg 1919 


The Workbook of How-to- 


Z ‘ 
\Requirements do-It Ideas and Where-to- 


buy-It Information 


= 200 EAST ILLINOIS STREET 


CHICAGO 
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FELIn's 


SAUSAGE 


SIGNS & 


, he 


FELIN'S 


GOLD MEDAL 


= BACON 


Braunschweiger 


Truek Posters 


A meat packer uses a series of clever truck posters to 


By Allen Sommers 
AR Philadelphia Correspondent 


Just how can a meat packer arouse 
brand consciousness and appetite 
appeal and make the public like it? 
That was the question that came up 
on numerous occasions in the mind 
of Frank Buchman, advertising man- 
ager of John J. Felin & Co. Inc., 
Pennsylvania’s largest independent 
meat packer and the second largest 
along the East coast. 

Felin’s was spending money on 
newspaper advertising and sponsor- 
ing a regional television show to get 
its messages across on its seven pork 
products. That was not sufficient. 


Working with Lewis & Gilman 


Inc., its agency, a series of ideas was 
broached and discarded—except for 
one. Why not try truck posters? En- 
visaged were natural color photos of 
appetizing dishes and other ideas 
which would have been entirely too 
expensive. In addition, the use of 
Kodachrome photos was too tempt- 
ing for youngsters in off-beat neigh- 
borhoods where Felin’s trucks often 
go daily. 


>After much experimentation, it 
was decided to attempt the follow- 
ing: 

e Posters that could be silk screened 
in bright colors from original art- 
work. 


arouse brand consciousness. 


e Posters built entirely around hu- 
morous illustrations to attract the 
attention, not merely of the thou- 
sands of consumers on the street, but 
of Felin’s storekeeper customers. 

e Posters to arouse the appetite of 
the consumers. 

e Posters that would not show a 
Felin product even once, but would 
play up the Felin name and the 
names of its seven pork products. 

All of these features were to be 
combined into one series as a test. 
Here is what came out: 

One poster shows a man digging 
into his lunch box, naturally packed 
with sandwiches made from Felin’s 
luncheon meats. Another illustrates 


FELIN'S 


SLICE NEAT HAM 
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IDENTIFICATION MATERIALS 


i’ ; - : a woman sniffing the aroma of Felin’s 
ce quill y o de mieux Lo mejor en anuncios y é sausage as it rises from a frying pan. 
au point de vue vente en exhibiciones que muestran © A third shows a tow-headed boy 
-_enseignes et réciames. el punto-de-venta, : waking in the morning to the tune of 
an alarm clock—and the satisfying 

smell of Felin’s scrapple frying in the 

} : kitchen. A fourth poster shows a man 

° with a Felin’s napkin under his chin 
in any language eee and a knife and fork in his hands, 
obviously anticipating a tasty serv- 

° e ing of Felin’s Slice ’N Eat ham. The 

*the very best in point-of-sale fifth depicts a boy and girl with 

4 signs and displayers! skewers in their hands reaching for 
(of course) Felin’s frankfurters. The 

#h = * sixth in the series is an illustration 
of a boy with a glass of milk in one 


x hand reaching hungrily across the 
5 OHIO ADVERTISING 


table with the other for some Felin’s 
DISPLAY COMPANY braunschweiger. The final poster in 
49) 2 CINCINNATI 2, OHIO the series pictures a man looking 

si y ; ; 
“2 over the top of his morning news- 
paper, registering unmistakable 
pleasure at the aroma of Felin’s Gold 


HERE’S PROOF: DESIGN MAKES THE SIGN) | “<< Peccn 


>The series has proved to be the 


coin box meters the revenue answer to the contention that it is 


‘ se difficult to get real appetite appeal 
Here’s an example of a sign designed to meet a specific in photographs or artwork of meat 
need. The problem was to develop a sign for an outdoor ; 4 . ts : ig ol . d 
telephone booth. The booth was too small to hold a large products. € posters have made 
sign, but with the properly designed sign the booth be- such an impression that one national 
came the display. organization has inquired about the 


possibility of syndicating them for 

Let GEECO signs become a We invite you to write or call use by other meat-packing firms 
part of your displays. You for information concerning throughout the country. 

can benefit by our experi- your sales promotion needs. Mr ae sali 

satel anit tieatiilimes tn they r. Buchman says the company 

veloping signs and displays GEESE ‘ places great emphasis on the posters 

to solve your merchandising cee ere and on the over-all appearance of 

problems. —— , Tel. 3-0271 its refrigerated trucks. The princi- 

. - - pal reason is that the company’s 

salesmen sell their products directly 

from the trucks to the storekeepers. 

Furthermore, he points out, the firm 

considers it good business to keep its 

trucks looking spick and span be- 

e i C { Gd nt cause of the favorable effect on po- 

tential consumer-customers as the 

vehicles make their daily rounds. 

Res onse? Felin’s management, headed by 

p . Wells E. Hunt, insists that the trucks 

be kept spotless inside and out. The 

posters added the distinctive touch 
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In Denver phone: 
BELMONT 3-3000 
In Indianapolis 
phone: 
MELROSE 4-6609 
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If your ad schedule seems 
to be sitting down on the job 
without showing signs of 
response, it's time you found out about Advertising Require- gatdke anaes 
ments! — ARE OUR SPECIALTY 
In one year AR has broken all records in business paper 
history with over 151,000 requests for information offered by 
suppliers of advertising services and materials. 
That means an average of 13,148 requests each issue, from 
picked-for-buying-power readers with money to spend for your 
kind of advertising products or services. 
For response that pays off with increased business volume, 
put your sales message before AR’s 21,000 actual buyers of 


advertising services, materials and equipment. Write today 
for details. 


ADVERTISING REQUIREMENTS “Hey, Sam—here’s another one of those 


last minute rush jobs!" 
200 E. Mlinois St. Chicago 11, Il. 


ar * December 1954 





to the firm’s modern fleet of 75 
trucks. 


>The poster series is part of a long 
range plan to promote not merely 
the meat products, but the brand 
name. Ben J. Libert, vice president 
in charge of sales, sums up his com- 
pany’s policy on advertising: 

“In the days of the corner butcher, 
consumer advertising did not play as 
important a part in the growth and 
development of the meat industry as 
it did in other major industries. It 
was largely a matter of the consum- 
er’s confidence in the butcher and 
the butcher’s confidence in the 
packer. Brand consciousness was at 
a minimum, and as a result the meat 
industry lagged behind the field in 
exploiting the power of advertising. 

“However, with the birth and fan- 
tastic growth of the self-service food 
market with its pre-packaged meats, 
the consumer has had to make a 
choice of brands. The result has been 
impulse buying on a scale never be- 
fore seen in the history of merchan- 
dising. 

“Now the meat industry finds it 
necessary to create brand conscious- 
ness and brand preference before 
the consumer enters the store to 
make on-the-spot sales. Thus, both 
media advertising and point of sale 
advertising are a must in this race 
for the housewife’s favor, and, since 
ours is historically a lower-margin 
industry in America, we must make 
every penny count.” 44 


Folder Tells Advantages 
Of Dealer Identification 


The advantages of dealer identifi- 
cation signs are graphically pointed 
out in a new folder, “Sign Up Your 
Dealer with the Public and He’s 
Truly Yours,” just issued by Neon 
Products (Lima, O.). 

The folder reports on the results 
of a series of surveys Neon Products 
conducted among dealers who have 
used plastic dealer identification 
signs the company has produced for 
various national advertisers. Typical 
facts turned up by the surveys: 

1. After the sign was put up, sales of 
the brand name product increased. 
2. The sign established the dealer in 
the public mind as the local dealer 
for the product advertised. 

3. Most clerks devoted more atten- 
tion to the brand shown on the sign, 
after it went up. 

4. The sign brightened the store- 
front and increased traffic in the 
store. 

5. A more complete line of the brand 
name products was stocked. 

The booklet also explains details 
of Neon Products’ services. 


For your copy circle No. 329 on the 
Reader’s Service Card inside back cover 





suser GRAC 


pommr_or-renenass’ CIGNS 


for BEAUTY THAT SELLS...and LONGER SERVICE LIFE 


NIGHT AND DAY 


ANY TYPE SIGN - PLAIN OR REFLECTORIZED 
Large nationally known firms throughout America sell 
with GRACE Metal Signs. 

Whatever type sign your client may need . . . Roadside, 
Point-of-Purchase, Curb, Bracket, Tacker, Cut-Out, 
plain or reflectorized ... GRACE makes it. Silk screen 
processed on Metal, GRACE signs are 

beautiful and longer-lasting. Pre- 

testing assures top quality. 


SEND NOW... 
for CATALOG in Full Color 


HH 


3600 S. 2nd ST. **ST. LOUIS 18, MO 
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RICHMOND HOME 


season 


VISITORS WELCOME 


See GOA fn sigul Hat goll| 


GOA “lights up the sky” for Chesterfield in Richmond, Virginia. The 
South’s largest spectacular atop Chesterfield’s Richmond Plant is top- 
flight advertising outdoors. 


And GOA can do the same top job for you in commercial and iden- 
tification signs as well as 24-sheet posters, painted bulletins and spec- 


taculars. 


Whether you need one sign or a thousand—for a complete job from 
design to installation to maintenance—the experience of the entire GOA 


organization is at your service. 


Call your near-by GOA branch office for full information, or write: 


General Outdoor Advertising Co. 


515 S. Loomis Street, Chicago 7, Ml. 
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BY ROBERTSON 
Leading manufacturers of SILK 
SCREEN and Lithograph signs for 
regional and national advertisers. 


Baked enamel process — 
plain or reflectorized 


Steel or aluminum 


Quantity producers for 
over 30 years 
Write Dept. 34 for color folder and information. 


CS Ne oa ARTE Ura: 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
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Everybody's 
| Writing, Wiring, 
honing 


for full details on the new 


ARTERAFT NEVIOL 
Fluorescent Signs 


—and we mean practically 
everbody who is anybody! 
You, too, should send 

for details today. 


‘o. 7 bh fx" 
SIGN COMPANY 


1169 E. KIBBY STREET 
LIMA, OHIO 
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Painting Reproduction . . . The original of 
this decal is an oil painting created for 
Miller’s Lamb by artist Rolf Armstrong. 
The full-color, 14x10’ decal was pro- 
duced by Palm, Fecheteler G Co. (Wee- 
hawken, N. J.). It is being distributed to 
meat retailers for application on a door, 
window or wall. 


CODOORGREEEOOCORRRCRECEROOERECCSROCCRERRGOOREOROREOEEORRReeeReeteeteReeeteeeE 


Pennants and Banners 
Described in Folder 


Pennants, banners, bunting, dis- 
play letters and other types of out- 
door display materials are described 
and illustrated in a series of leaflets 
collected in a file portfolio issued by 
Pratt Poster Co. (Indianapolis). 
Though primarily geared to fit the 
needs of petroleum and automotive 
dealers, the materials are adaptable 
to supermarkets, theaters, drive-ins 
and other businesses that want to 
attract attention with outdoor dis- 
plays. 

Included in the display materials 
described are flag pennants, both 
plastic and cloth, ranging in price 
from $1 to $1.35 for a 25’ strip of 
pennants; letter banners, available 
for 40¢ per letter; store or station 
“opening” kits, which include ban- 
ners, pennants and special signs; alu- 
minum spiral pennants; fluorescent 
window display letters, and. holiday 
decoration kits. 

The portfolio and enclosed descrip- 
tive sheets are punched for handy 
insertion in three-ring notebook 
binders. 


For your copy circle No. 330 on the 
Reader's Service Card inside back cover 


Meyercord Produces 


New Metallic Decal 


New synthetic gold decals for truck 
and fleet cars are being produced by 
Meyercord Co. (Chicago). According 
to the company, the new gold ma- 
terial simulates the actual metal more 
closely than synthetic gold previous- 
ly used in decals. The company also 
says that the decals will out wear 
other similar materials. Samples and 
additional information are available. 


For your copy circle No. 331 on the 
Reader’s Service Card inside back cover. 
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= LULTLLCVES the lifetime point-ot- é 


* purchase display that dealers fight for! ° 


® At the store entrance LIV7GULIG 
Remind your customers as they enter. 
Dealers pay for such rubber mats. They are 
eager for and welcome your Advermats. 


Incredible? But absolutely true! Dealers 
do fight to get Advermats. Long-life rub- 
ber mats with your product name and 
selling phrase die cut and inlaid right 
through the entire depth of the mat. 
Advermats sell your product where it 
counts, right at the dealer's highest 
traffic points. 

FREE: We give you a free Advermat sam- 
ple incorporating your own advertising 
copy. No obligation. For complete details 
write today for free brochure containing 
complete information Dept AR-12 

Aiso use Advermats on the counter, in front 


‘ of the cash register, in front of your prod- 
x ucts on display, or as coin mats 


PERFO MAT & RUBBER CO., INC. : 


& 
® 461 Fourth Avenue, New York 16, N. Y. 

m =©Phone: LExington 2-305! | 

=m Representatives in principle cities and Canada 
x 


ZR eke ee es te 


oe 
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HERNARD 3-D LETTERS 


MERCURY in 7% & 134” high upper & lower case. 


3 TYPES 23 NEW STYLES 
A—PIN BACK © White plastic-ceramic 
interchangeable composition 
B—SANDED BACK © Precision-Molded 
attach with glue ® Stocked for immediate 
C—TRACK shipment 
for stand-up signs © Inexpensive 
Also letters, trademarks, logos to specifications 
FREE—samples and catalog 
In U.S.A.: 


in CANADA: 
HERNARD MFG.CO., Inc.. 


BELLWARD MFG. 
923 Old Nepperhan 57 Crockford Bivd., 
Ave., Yonkers, N. Y 


a Toronto 13, Ont. 
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VITRALUME SIGNS 
in Lifetime Porcelair ee 
Advertis 

any Size.. 
PORCELAIN 


3221 W. 30th St 


a Identify 
. Shape .. . Colors 
ENAMEL FINISHERS 


* Chicago 23 


. for more details circle 440, page 101 





AUDIO & VISUAL AIDS 


New Confidence for Salesmen with a 


Sales Porttolio 


By Freeman E. Fish 
Sales Promotion Manager 
Masonite Corp 
Chicago 


An "old shoe” sales portfolio de- 
sign has given salesmen who call on 
lumber dealers new confidence in 
their presentations, fatter orders and 
a more solid relationship with their 
customers. 

In the case of Masonite Corp., the 
leading producer of hardboards, a 
well-organized but strictly func- 
tional-looking (no gold lettering, no 
handles, no top quality leather) 
handbag has had a salutary effect 
on all concerned. 

To ascertain the wishes of our 
salesmen regarding a merchandising 
presentation for their lumber deal- 
ers, we questioned a cross-section 
of the men. We received a nearly 
unanimous dictate, which can best 
be summed up in the words of one 
man who said: “We want nothing 
fancy—nothing that would make it 
appear that a hardboard salesman 


has turned into an advertising so- 
licitor.” 


>So on a sound foundation of sales- 
men’s suggestions and field tests, we 
developed our “Better Builder” kit, 
which is proving to be just that. The 
kit was a refinement of a three-ring 
binder, which was tested and found 
excellent but not flexible enough for 
salesmen’s informal calls on lumber 
dealers. 

Exploiting the “old shoe” idea, our 
advertising agency, the Buchen Co. 
(Chicago), worked closely with us 
in the development of a kit which 
looks unpretentious, yet is business- 
like in its organization and content. 

In brief, its contents are the var- 
ious advertising, sales promotion and 
publicity tools that Masonite has 


An “old shoe” sales portfolio 
has resulted in fatter orders 
and a more solid relationship 
with customers for Masonite. 


available for its dealers—most of 
them free—for the promotion of its 
products. These and related sub- 
jects are covered in 12 categories: 

Profit program 

Dealer markets 

National ads 

Local advertising 

Sales promotion 

Selling aids 

Plans 

Publicity program 

. Products 
10. New products 
11. Special promotions 
12. Miscellaneous. 

For each classification there is a 
numbered 9x131%” manila folder. 
Each carries a printed number and 
title. 


> Actually, the kit, which weighs 
just 6% lbs., is a portable library 
of information on the company’s 
products and its numerous sales and 
promotional aids for the lumber 
dealer. At the salesman’s instant 
command is the data he needs for 
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any sales situation. There’s no run- 
ning back to his car for a quick paw- 
ing through literature in a brief case 
or rummaging through in the auto 
trunk. 

This library is always kept up- 
to-date, for the company issues ad- 
ditions from time to time as well as 
bulletins ordering the deletion of 
outdated items. Mimeographed on an 
ear of each new item is a note desig- 
nating the proper folder into which 
it should be placed. Each folder has 
its individual table of contents page. 

The contents are single samples 
of the various literature and sales 
promotion items, advertising reprints 
and publicity, plus photos of counter 
displays and similar sales aids. In 
addition, folders 1 and 2 contain a 
sales presentation and data on the 
wide hardboard markets open to the 
exploitation of a dealer. 


> While the “Business Builder” kit 
itself is new to our dealer salesmen, 
with the exception of the first two 
folders, the contents are simply a 
collection of the materials useful to 
the company salesmen and their cus- 
tomers. The program of dealer sales 
helps is one of long standing, Mason- 
ite having by far the most extensive 
in the field. 

The contents of the kit when it 
was delivered to the salesmen at 
area conferences included 105 sep- 
arate items, of which 92 were sales 
tools for the dealer’s own use. 

Because of its format and organi- 
zation and since the project entailed 
using largely existing literature, the 
physical assembling of the kit was 
relatively simple. It was handled by 
our advertising agency, and the cost 
per kit worked out to be close to 
$10. This figure we consider very 
reasonable, especially in view of the 
excellent reception it received from 
both our salesmen and our custom- 
ers. The primary effort went into 
the planning, field testing and prep- 
aration of contents for folders 1 
and 2. 


> Lumber dealers, our salesmen had 
been reporting, were extremely busy 
people. They were unwilling to give 
our men the time needed for a full- 
blown presentation such as those 
contained in a flip-chart. Besides, the 
reaction was bad; the dealers shied 
away from these high - powered 
methods, excellent as they may be. 
The biggest objection we heard was 
that it took too much of the dealer’s 
time. The salesman, once started 
with a flip-chart presentation, was 
loathe to skip pages and as a result 
considerable time was taken up with 
questionable results. 

From the germ of that objection 
was born first the idea of the three- 
ring binder and then its refinement, 
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Portable Library . . Masonite’s sales 
portfolio carries information on products 
and services classified in 12 categories, 
identified with these easy-to-read di- 
viders. 


the “Business Builder” kit, with its 
greater flexibility and its “old shoe” 
aspect. 

Now the salesman readily can 
merchandise the subjects which are 
of special importance at the moment, 
as the dealer’s time allows. Its pri- 
mary purpose was to save the deal- 
er’s time, but its by-products have 
been better orders, greater good 
will, improved sales presentations, 
more effective use of Masonite’s 
sales-helps, and a saving of time 
and temper for salesmen. 


>Every sales division is given an 
allocation. of the mailing pieces, lit- 
erature and other sales helps for 
which the kit is a catalog. The sales- 
man orders the material desired by 
the dealer, and it is shipped directly 
from Masonite’s general offices in 
Chicago and charged against his di- 
vision’s allocation. On items for 
which the company makes a charge, 
the amount is shown on the sample 
or the photograph of the item. 

When the kits are distributed to 
the salesmen, many were amazed at 
the scope of the materials they and 
their dealers had available as sell- 
ing tools. Some typical comments 
were: 


e “There’s no excuse now for our 
doing a poor piece of merchandising. 
We know exactly what we have to 
offer.” 


e “An important advantage to me 
is that I don’t have to rely so much 
on my memory. Everything is right 
there where I can find it immedi- 
ately.” 


> After being tried out with dealers, 
the kits prompted a number of fa- 
vorable comments from the sales- 


men. One wrote: “Your ‘Business 
Builder’ kit is the greatest! I have a 
suggestion which I believe will in- 


crease the kit’s value.” He then out- 
lined a new order blank for the sales 
aids. He has been assured that his 
idea will receive serious consider- 
ation. 

Said another: “Have used the new 
sales kit for a week now and it cer- 
tainly is a honey. It does the job and 
without scaring the dealers half to 
death as we did when we jerked out 
the big presentation books we had 
before. Very often dealers want to 
see what else is in the black bag, so 
thank you again for this intelligent 
method of presenting our advertis- 
ing and promotional materials.” 


>Our manager of dealer sales bul- 
letined the entire field force telling 
the experience of another salesman. 
He said, in part: 

“A very good retail lumber dealer 
in his territory and a good pool car 
buying account, has been consider- 
ing taking on the hardboard of one 
of our competitors. 

“This salesman sat down with this 
dealer and with the aid of the ‘Busi- 
ness Builder” kit showed him what 
Masonite Corp. has done over the 
years in building the hardboard in- 
dustry and how we were continuing 
to do a broad job of advertising, 
sales promotion and publicity for 
him—which is not available from any 
other source of hardboard. 

“The dealer was favorably im- 
pressed by our many sales helps, 
and as a result of this conversation, 
in which the ‘Business Builder’ kit 
was used, the dealer is making a 
mailing on Masonite ‘Peg-Board’ 
panels: and fixtures to all depart- 
ment stores. Our salesman had this 
comment: ‘I can’t praise enough our 
new “black case” with all of our 
organized sales tools so _ readily 
usable.’ ” 


> Another salesman told us at a kit 
presentation meeting: “I want to 
thank you not only for myself but in 
behalf of my wife, as she now can 
throw out the 50 or more cardboard 
cartons we have around the house 
loaded with Masonite literature.” 

“Other salesmen expressed appre- 
ciation for the kit which enabled 
them to clear out their previous 
“traveling library’”—the back seat of 
their car or the auto trunk. 

From our experience so far with 
this kit, we have come to the con- 
clusion that we were on the right 
track when we decided to go “old 
shoe,” but on a well-organized basis. 
In doing so, we were recognizing 
that a flashy presentation coming 
from an old friend was, perhaps, out 
of character and that the dealer ap- 
preciated having a merchandising 
pitch which was short and selective 
to his current interest. 44 





with a record 


Microgroove Corp. established a distributor organization 
in just 90 days by using a recorded presentation. 


By Annahrae White 


Even for older companies with es- 
tablished representation, introduc- 
ing a new item takes unlimited time 
—a walloping budget. 

But what if funds are limited? 
And what if you have an impulse 
item just begging for a national 
hook-up through retail outlets—and 
what if you knew you could easily 
persuade independent reps to handle 
your product if only you got your 
story over to them? 

Bert Tenzer, president of his new- 
ly-formed Microgroove Corp. (Hol- 
lywood), faced by this question, 
found the answer for fast distribu- 
tion of his “hot-off-the-griddle” 
item, a packet of 16 hit tunes pressed 
onto four plastic records ($2.98). 


>The solution: He recorded the 
presentation—beginning with an ex- 
planation of his item’s merits and 
concluding with how to set up dis- 
tribution of the area. 

Result: Within 90 days Micro- 
groove had sales representation in 
29 key cities—more than 100,000 rec- 
ord sales! 

Mr. Tenzer spent 60 days testing 
reactions in Los Angeles, eliminating 
distribution kinks and headaches 
before he recorded his presentation. 


> With snipping here and there, the 
same procedure from analysis to re- 
cording could be adopted by any 
company with a similar problem. 
Most important, stresses Mr. Ten- 
zer, is a detailed knowledge of the 
product and how it is to be distrib- 
uted. With every superfluous word 


and statement removed, his fact- 
packed platter runs two hours. 


> First step is to analyze your prod- 
uct. Microgroove’s president asked 
himself: Do I really know this packet 
has potential? How do I know? How 
have I proved it? 

Microgroove Corp. had already 
tested consumer reaction. Choosing 
varied income neighborhoods, sur- 
veyors asked 25 to 50 housewives 
in each if they owned players. Those 
who said yes were then asked, 
“Would you buy this package at 
$2.98 if you could pick it up at your 
drugstore or supermarket?” An 80% 
affirmative answer encouraged Mr. 
Tenzer as to the item’s potential. 

Other things learned and dis- 
cussed on the record: A new set of 
hits must circulate every six months. 
A supplemental monthly “four-hit 
disc” would fill in the lag. Records 
would be pressed in both 45 and 
78 rpm. 


> Second step: Analyze distribution 
set-up. Microgroove’s hunch was 
that groceries, supermarkets, drug- 
stores, variety and appliance shops 
wculd approve the item as a quick 
seller. Questioned, managers agreed 
it was good and salable provided 
they would not have to stock or re- 
order. “Let somebody else handle 
that—we don’t know anything about 
records,” they suggested. 

The company faced a_ two-fold 
problem: 
e To find high powered salesmen 
able to locate dealers and sell them 
on the set-up. 
e To find a man to follow up with 
routine refills and reordering. 


Mr. Tenzer approached three 


crackerjack salesmen with the same 
question: Would they take a terri- 
tory and develop it, then follow 
through? All three approved of the 
product but went cold on handling 
the job. Once the territory was 
developed they would be wasting 
their time. Microgroove finally con- 
cluded a company-hired detail man 
could open territory, sell dealers, 
install racks. 

Worked-up territory could be 
turned over to a local distributor 
with exclusive rights, provided he 
bought a minimum number of rec- 
ords. 

Finding the right distributors pre- 
sented another problem. High type, 
responsible men, not necessarily 
sales experienced, were wanted. A 
carefully worded ad finally brought 
results. 


> Third step: Training. Mr. Tenzer 
and his first detail man contacted 
dealers and worked together until 
they had a routine sales talk. Then 
they familiarized local distributors 
with the territory and the mapped- 
out plan they followed. 


Bert Tenzer 


. a record by record 
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Promotions, 
Premiums, 
Prizes, Sales, 
Education 


and many other uses 


Stereo-Mailer Vue offers ad- 
justable focusing and inter-ocular 
control — features usually found 
only in high-priced viewers! 


_——_~ (in quantity) 


COMPLETE 
including 
viewer and 
self-mailing jacket 


Write today for quantity discounts. 
inquiries Invited from Mfg. Reps. 


NESTOR PRODUCTIONS, INC. 


aE MT Mt lll mike lib aod 1 1: Me Lm 
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Re LANTERN- SLIDES 


for your 
Sales Presentation 
& Training Program 


We invite 


2 your inquiry 
Dilet INC. Dod 


uctions 
6419 North California Ave * Chicago 45 * Phone AM 2-4141 


La 


—wePr—’ 
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iT aa wal lo 


Sterco-Realist’’ type color slides 
duplicated and mounted, Each 75« 
Two or more same originals, Each 60c¢ 
2x2 color slide duplicates, Each 30¢ 

Write for complete price list 


HEADLINER PRODUCTS 
P.O. Box 602 @ KANSAS CITY 41, MO 
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An outline of Mr. Tenzer’s two- 
hour record went like this: 


. Description and merits of product 
Potential 
Acceptance 


. Distribution 

Sales representative—his role 
Detail man 

Local distributor 

Dealer 


. Training 
Detail man 
Distributors 


. Maintaining dealer interest 


wmP>eeWeeeenee— 


. Necessary supplies—how fur- 


nished 
6. Price network 


7. Recapitulation 


The dictated presentation was 
checked for gaps, rewritten, and read 
aloud, until it moved smoothly. 


>Mr. Tenzer was ready to record. 
“You make or break a presentation 
in the telling,’ reminds the com- 
pany president. He records very 
slowly, pauses dramatically to em- 
phasize points. “A deep dynamic 
voice is best,” he adds. “It should 
have ear-appeal.” 

Microgroove mailed the record- 
ings to independent representatives 
whom Mr. Tenzer knew personally. 
They recognized his voice, in their 
imagination supplied his personality. 
“If I hadn’t already known them, 
I guess I would have introduced my- 
self over long distance, told them 
what I was doing, and asked them 
to listen to the recording. That would 
have given me a personal tie-in,” 
he explained to AR. 

Microgroove enclosed a_ second 
record with the presentation. This 
one was addressed to the distributor, 
titled, ““ A message from your presi- 
dent.” 


“Welcome to Microgroove Corpo- 
ration,” it began. “I am your presi- 
dent and I would like to explain our 
company’s plans and how you will 
share in them.” He defined the roles 
of the company, the detail man and 
the distributor. He verified all the 
statements made by the sales repre- 
sentative and detail man. In other 
words, he clinched the deal, reaffirm- 
ing the relationship between local 
distributors and the company. 


> Distributor reaction was terrific. 
Most men asked for copies of the 
record so their wives could hear it. 
The company mailed a dupe to all of 
them. 


“Of course the reps we chose are 
all high-powered, intelligent men,” 
admits Mr. Tenzer. “They picked up 
the information from the records in 


nothing flat and went right to work. 
That could have a lot to do with a 
100,000 record sale.” 

Microgroove’s unique method of 
setting up distribution proved prac- 
tical, inexpensive and speedy. Its 
success depended on careful analysis 
and preparation, pre-testing and a 
good selling job via recording. The 
results warranted the trouble. 44 


Motion in a Presentation .. . Visomatic, 
new type of sales presentation by Jacques 
Ducas Studios, permits speaker to get 
motion into his talk by moving simple 
controls on the back of the card. In the 
illustration, the speaker shows in sequence 
three numbers and then pops in over each 
the “‘right’’ word. Since he can move the 
controls by feel, he never has to take his 
eyes from the audience. 


Motion in Presentations 
ls Feature of Visomatic 


Visomatic, a new type of card 
presentation that introduces the ele- 
ment of motion, is described in a 
folder offered by Jacques Ducas 
Studios (New York). 

Visomatic is actuated by moving 
simple controls on the back of the 
card. The speaker moves the con- 
trols by feel, so that his eyes always 
are towards the audience. 

Instead of the conventional “pie 
chart,’ for example, Visomatic can 
start by showing the audience a pic- 
ture of a silver dollar, then step by 
step develop the chart, showing how 
each portion of the dollar is spent. 
Another Visomatic card in a sales- 
training sequence shows three num- 
bers. In turn, the speaker can change 
each of them into a key word. An- 
other device shows several faces 
with sleepy expressions, which can 
be changed by the user to wide- 
awake looks. 

Sound effects also can be worked 
into Visomatic presentations. Viso- 
matic is made in three sizes, 84x11” 
for desk use and with small groups, 
17x23” for groups and meetings, and 
23x30” for large audiences. 


For your copy circle No. 332 on the 
Reader's Service Card inside back cover. 





Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


Type Calculators 


“DIAL” TYPE CALCULATOR 


FAST— EASY TO USE 


A turn of the dial 
and you have the 
character count, per 
line, to fit your type 
layout ... for the 
many type-faces in 
present-day use. 
Handy folder illus- 
trates the sizes for 
type-styling guid- 
ance—also shows 
opular display 
aces. Complete kit 
2.95, postpaid. 
Circular on request. 


CASGEL SERVICE, 493 Foch Bivd., Mineola, Ne. Y. 
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STATEMENT OF THE OWNERSHIP, MAN- 
AGEMENT AND CIRCULATION REQUIRED 
BY THE ACT OF CONGRESS OF AUGUST 
24, 1912, AS AMENDED BY THE ACTS OF 
MARCH 3, 1933, AND JULY 2, 1946 (Title 39, 
United States Code, Section 233) 

Of Advertising Requirements published monthly 
at Chicago, I]]., for October 1, 1954. 

The names and addresses of the publisher, 
editor, managing editor, and business man- 
agers are: 

Publisher, G. D. Crain, Jr., Evanston, III. 
Editor, S. R. Bernstein, Chicago, Il. 
Managing Editor, R. S. Hodgson, Glenview, 


Business Manager, C. B. Groomes, Deerfield, 


The owner is: (if owned by a corporation, 
its name and address must be stated and also 
immediately thereunder the names and addresses 
of stockholders owning or holding 1 percent or 
more of total amount of stock. If not owned by 
a corporation, the names and addresses of the 
individual owners must be given. If owned by 
a partnership or other unincorporated firm, its 
name and address, as well as that of each in- 
dividual member, must be given.) 

Advertising Publications, Inc., 200 East Illi- 
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fornia; Jane C. Ivie, 549 Addison Street, Chi- 
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cent or more of total amount of bonds, mort- 
gages, or other securities are: None. 

4. Paragraphs 2 and 3 include, in cases where 
the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee is acting; 
also the statements in the two paragraphs show 
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circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, hold 
stock and securities in a capacity other than 
that of a bona fide owner. 
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(My commission expires April 3, 1956.) 
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EN a 


Engravings 


SUPERB AD 
ENGRAVINGS 


AT SUBSTANTIAL 
SAVINGS... 


STAFFORD 
ENGRAVING CO., Inc. 


INDIANAPOLIS, IND. 


See 


WRITE FOR PRICES 
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Mimeographing 
ee 
MIM EOCRAPHING 


®WE OO BEAUTIFUL 
WORK,AND PROUD OF IT: 
SFINEST QUALITY, WHITE 
PAPER, GOOD LAYOUTS 


SORAWINGS AT SMALL 
EXTRA COST 1000 


®PROMPT SHIPMENT-- | ADDITIONAL 
24 HOUR SERVICE M's $4.50 


ON REQUEST 
SGIVE US A TRIAL-SEND ®POSTPAID UP TO 


ISO MILES- OTHER 
US YOUR ORDER TODAY 
®ASk ABOUT OUR NEW | AREAS,ADD 10% 
OFFSET DEPARTMENT 

| OFFSET PRINTING, 


(JOY inousrnies” OUR LATEST 
CLOVERDALE | add DITION 
®.05 “ANGELES 19°CALIF 
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Representatives Wanted 


Good opportunities for 
P.O.P. Display Salesmen 


contacting agencies and major advertisers. 
Leading convertor-printer offers liberal com- 
mission arrangement on fine quality custom 
printed Displays Streamers—acetate and 
plastic -multicolors—self-adhering for indoor 
or outdoor use. Also offer plastic pennants— 
other specialties. All territories open. Box 11, 
Advertising Requirements, 200 E. Illinois St., 
Chicago 11, Ill. 


Representation Wanted 


DISPLAY SALESMAN 


with New York office, selling wood displays 
to national advertisers, will represent one or 
two out-of-town manufacturers of related, 
non-competing products such as wire and 
metal display racks, vacuum formed dis- 
plays, advertising clocks, illuminated signs, 
premiums, etc. 

Box 9, Advertising Requirements 

200 E. Illinois St., Chicago 11, Ill. 


Color Reprints 


BRILLIANT/ (> ACCURATE LOW IN COST/ 


Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for ond 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cords. 


ae See t SC oaRes 
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Store Features Wanted 


WANTED! 


Department Store 
Traffic 
Attractions 
For 1955 


Large group of stores is inter- 
ested in booking “traffic attrac- 
tions” in the form of gimmicks, 
exhibits, stunts, etc., on a rental 
basis, or through industries and 
manufacturers. 


Box 10, 


Advertising Requirements 
200 E. IIlinois St., Chicago 11, III. 





Direct Mail 


A powerful direct-mail advertising medium. 


@ INVISIBLE PRINTED Message appears 
when card is wetted. When dry it disappears. 
Can be used again and again. 


“Has terrific impact” 
Send for Samples and Price List 


ide ncn (doy 


es eR Pn BTS 
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Typographers 


MOST 


meteem Call AL 5-1770 


ipdzeler TAs I and get set with 
ea 


MST am HOWARD 0. BULLARD, Inc. 


TYPOGRAPHER 
- 150 VARICK ST., ww YORK 13,0 
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Copi-Counter 








TIRED OF COUNTING CHARACTERS? 
Copi-Counter will do it for you. This precision 
dial gauge, graduated in picas, inches and 
agates, counts lines on a typewritten page and 
characters in a typewritten line. Comes com- 
plete with leather case and instructions for 
$4.95 postpaid. Satisfaction guaranteed. 

ARTHUR H. NELLEN, Jr. 
Box 106A, Broomall, Pa. 


. for more details circle 426, page 101 


December 1954 ¢ ar «+ 99 





CD advertisers 


POOOERORERDDDEEDOEEOREREREGOOOSEOUNOOETONSOEODERERECOOS CORD OER EER SSEOEAHORGOEEEGEE CERO ESROGEGCRERSOEESEEROGEROOEDE RCH OR eeeeeteeeceeteeeneeeeeeReeeEONeeSeOOReOOEEROGORORRGORORINCCOOROROROCORORORROGREORGGERRCOOESGEeEROROREEEEE 


The “key number” preceding the name of 
each advertiser listed below corresponds to a 
number on the Readers’ Service cards on the 
following insert pages. If you desire additional 
information concerning the products or services 
offered by any AR advertiser, all you need do 
is to circle the number on the Readers’ Service 
card corresponding to the number shown in the 
index. The same numbers appear at the bottom 
of the advertisements, themselves. 


COCOROOROROREREOCCEEGECOSEROCORERROSEODODERC CORRODE DORSRORCRRRORORRORCRORCCEROReGeeeeROEeeeReeeReeaeEteRT 
Readers 
Service 

Number 


Advertiser Page 


362 Acrolite Products Incorporated 

368 Ad-Stik Company, The....... 

363 All-Purpose Metal Equipment Corp.... 

364 Animated Cartooning School of America.. 
366 Appleton-Century-Crofts 

367 Artkraft Sign Company 

365 Avery Paper Company 


369 Bartz, F. H.... 
377 Belford Co., Inc. 
370 Black Box Collotype Studios, Inc.. 
379 Bonne Chose ...... 
371 Brown & Bro., Arthur.. 
372 Buffalo Photo Company 
373 Bullard, Inc., Howard O. 
- Bundscho, Inc., J. M. 
374 Burgess Cellulose Company 
376 Burkhardt Company, The...... 
375 Burrelle’s Press Clipping Bureau 


380 Capex Company, Inc., The 

381 Casgel Service .. 

378 Celanese Corporation of America 
382 Chicago Cardboard Company 
—— Collins, Miller & Hutchings, Inc. 
394 Colorfax Laboratories .. 

383 Copeland Displays, Inc...... 

384 Craftint Manufacturing Co., The 
385 Crocker Co., Inc., H. S. 

386 Crocker Co., Inc., H. S. 


387 Dipcraft Manufacturing Company 
388 Dot Engravers, Inc........ 

398 Du-Plex Onvelope Corporation.. 
389 Durable Rubber Products Co. 


Eastman Kodak Company.... 
390 Eureka Specialty Printing Company 


391 Falulah Paper Company 
392 Ferrill & Company, Harve 
396 Filmack Studios .- 
393 Filmotype Corp. . 
395 Fredman-Chaite Studios . 


397 Gair Company, Inc., Robert 

403 Geeco, Inc. . 

399 General Outdoor Advertising Co.. 

402 Gibraltar Corrugated Paper Co. 

444 Gold and Associates, Sam Inside Back Cover 
400 Grace Sign & Mfg. Co. 93 
401 Graphic Enterprises of Milwaukee, Inc.... 99 
404 Graphic System 16 
——. Gymer, Frederick E. 38 


405 Hankscraft Company, The. 65 
406 Headliner Products 98 
409 Hernard Mfg. Co., Inc. 94 
407 Hill, Inc., R.O.H . 39 
408 Hollywood Banners 11 
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Readers 
Service 
Number 


410 International Color Gravure, Inc 
411 Intertype Corporation 


412 Jahn & Ollier Engraving Company..................... 
Mm scape ccse wena : 


Advertiser Page 


414 Kleen-Stik Products, Inc 
415 Komisarow Studios, Don... mes 
416 Kurshan & Lang Color Service... 


Ir 
418 Letter Shop Inc., The... 


419 Major Photo Co... , 

420 McGrath and Associates, Thomas F... 
i I ES or 
422 Moder Clock Advertising Co... 
423 Monsen-Chicago .... 

424 Moss & Co., M. E..................... 

425 Mulson Studio 


428 Nashua Corporation ............ 
— National Blank Book Company.. 
— Naz-Dar Company 
426 Nellon, Jr., Arthur H.. 
429 Neon Products, Inc........ ee 
427 Nestor Productions, Inc. .... 
361 Northwestern Photo Engraving Co. 


430 O'Donnell Ltd., Neil S...... 
431 Ohio Advertising Display Co. 
433 Orchids of Hawaii......... 

432 Oxford Paper Co 


434 Pace Press . 

436 Perfo Mat & Rubber Company... 

435 Perma Wire Mfg. Co... 

437 Photo-Cropper .. a 

438 Pilot Productions Inc... 

442 Pioneer Rubber Company, The. 

439 Pontiac Engraving and Electrotype Co. 
440 Porcelain Enamel Finishers 

441 Premi-O-Rama 

443 Projectograph Corp. ... 


446 Rapid Copy Service, Inc. 

447 Rapid Electrotype Company, The... 
445 RCA Victor Custom Record Sales 
448 Reilly Electrotype — 

449 Robertson Sign Co... - 


458 Screen-Flock Industries Inc. 

450 Seal-O-Matic 

451 Service Bindery Co., Inc.... 

452 Sickles Photo-Reporting Service..... 
Skokie Valley Colorgraph Co., Inc. 
Sloves Mechanical Binding Co., Inc. 

455 Sorg Paper Company, The... 

456 Speer Incorporated, Stan.. 

460 St. Regis Paper Company. 

Stafford Engraving Co 
Strathmore Paper Co 
Switzer Bros., Inc.. 


Tel-A-Story, Ince. .......... 
Transcolor Corporation .. 


Underwood & Underwood... 
Union Rubber & Asbestos Co. 


Varigraph Co., Inc. 
Veritone Company ...... 
Volk, Jr. Art Studio, Harry 


Walk, Jay P. 

Warwick ggg Inc. 
Weck Process Co.......... 
Wide World Photos. 





301/Circle on Readers’ Service Card 
Barry-O-Meter 

« + « Six-page file folder with checklist for 
trade show exhibitors. (Page 79) 


302/Circle on Readers’ Service Card 

Envelope Economies 

. » « Sixteen-page booklet contains “palette” 

charts, each containing from 72 to 80 differ- 

ent colors, showing the range of colors most 

stimulating to each of four coloration groups. 
(Page 82) 


303/Circle on Readers’ Service Card 

Full Color Postcards 

. » - information on full-color postcards for 
direct advertising. (Page 39) 


304/Circle on Readers’ Service Card 
Addressoplate Corp. Service 

. « « folder describes service for publishers, 
including supplying of cabinets, trays, stor- 
age space, addressing of wrappers, dick 
strips, maintenance of new and expired 
subscriptions. (Page 39) 


305/Circle on Readers’ Service Card 
Automatic Envelope Inserter 

. » . brochure describes Mode! 51 Insert-O- 
Matic, table model envelope inserter with 
speed of 3,000 insertions per hour. (Page 39) 


306/Circle on Readers’ Service Card 
Business Briefs 

. . - information on Business Briefs, nation- 
ally syndicated external house organ with 
copy slanted to the male reader. (Page 39) 


307/Circle on Readers’ Service Card 

Mail Bulletin 

... details on “Let's Make Direct Mail More 
Profitable,” new semi-monthly news bulletin 
available to a limited number of subscrib- 
ers. (Page 39) 


308/Circle on Readers’ Service Card 
Research Reference List 

. . . bibliography of 33 references for per- 
sons interested in the word association 
method for motivation research. (Puge 41) 


309/Circle on Readers’ Service Card 

Specialty Catalog 

. .. Sixteen-page catalog includes specialty 

items for special functions like conventions, 

dinner and sales meetings, shows, etc. 
(Page 46) 


Use these return cards 
for publications 
mentioned on this page 


| eae Adwertising 


Requirements 


: 
: 


aCe OLE 
Seow) 


¥ Send for these helpful selling toolc 


310/Circle on Readers’ Service Card 

Rigid Plastic Boxes 

. . « folder describes rigid plastic boxes in 
wide assortment of sizes and shapes. Con- 
ventional and unusual shaped boxes are 
described. (Page 51) 


311/Circle on Readers’ Service Card 

Self-Sticking Tapes 

. . » folder describes uses of Permacel self- 

sticking tapes from fancy gift wrapping to 

tying together loose machinery parts. 
(Page 51) 


312/Circle on Readers’ Service Card 
Transparent Plastic Containers 

- - - details on line of transparent plastic 
containers for packaging small electronic 
parts, hardware items, novelties, hard can- 
dies and other small unit products. (Page 51) 


—= —— — -—— — — — —_— —_— 


Readers’ 


Company. 


Address. 


* Please send me the following: 

Items mentioned in editorial columns: 

311 
1 332 


Mere details from AR advertisers: 


411 412 413 414 415 416 417 418 419 420 421 
431 432 433 434 435 436 437 438 439 440 441 
451 452 453 454 455 456 457 458 459 460 461 


471 472 


313/Circle on Readers’ Service Card 
Ivithene Packaging Material 

... brochure describes properties and gives 
eight uses of Ivithene, a polyethylene pack- 
aging film, which is waterproof, flexible, 


impervious to chemicals. 


(Page 51) 


314/Circle on Readers’ Service Card 
Labeling Marking Information 

. . . kit includes folders on use of Weber 
Tab-On stencil in preparing shipments, di- 
rect-to-container marking system for facsim- 
ile labels and addresses, and the printing 
of labels and filling in of addresses in one 
operation. 


(Page 51) 


315/Circle on Readers’ Service Card 
Metalphoto Name Plates 


.. . brochure describes new type of perma- 
nent photographic reproduction aluminum 
plates designed for use as name plates, 
dial and watch faces, wiring diagrams, in- 


struction panels, etc. 


(Page 51) 
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316/Circle on Readers’ Service Card 

Latest News on Labels 

... house magazine carries up-to-date news 
on new developments and unusual uses of 
labels. (Page 51) 


317/Circle on Readers’ Service Card 
Paste-Up Hand Lettering 

. . « brochure and catalog describes com- 
plete line of paste-up hand lettering by 
Cello-Tak Lettering Corp. (Page 55) 


318/Circle on Readers’ Service Card 
Service Typographers 
. » . booklet describes plant and services of 
Service Typographers, including list of the 
more than 300 typefaces available. 

(Page 55) 


319/Circle on Readers’ Service Card 
Two Tone Drawing Board 
.-. details on “Two Tone” drawing boards, 
with processed-in separate shading screens, 
one single line, the other cross hatch. 

(Page 59) 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicaco, Ill. 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 
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Items mentioned in editorial columns: 
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320/Circle on Readers’ Service Card 
Thinkubator of Ideas 

.. . booklet describes artwork service of Art 
Coop, including gimmicks, blotters, travel 
folders and numorous drawings for direct 
mail campaigns. (Page 60) 


321/Circle on Readers’ Service Card 

Dick Blick Catalog 

. « . Catalog for users in the graphic arts 
field lists sign making brushes and supplies, 
artist materials and studio needs, display 
products, air brushes, silk screen process 
equipment, draftsman and lettering tools, 
etc. (Page 60) 


322/Circle on Readers’ Service Card 
X-marX Marker Tape 

. . . folder describes new tape—an X-in-a- 
circle marker printed on an adhesive tape 
roll—to aid in accurate register of multi- 
color art or photography. (Page 60) 
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471 472 


449 450 
462 463 464 465 466 467 468 469 470 


* Note: Inquiries for items listed not serviced beyond March 15, 1955 


323/Circle on Readers’ Service Card 
Xerography Process 

. .. folder describes Xeography direct posi- 
tive process. (Page 61) 


324/Circle on Readers’ Service Card 
Product, Trademark Replicas 

... Catalog sheets describe life-like ceramic 
replicas of products and trode characters 
for use as paperweights, statuettes, ash- 
trays, banks, cigaret holders, etc. (Page 66) 


325/Circle on Readers’ Service Card 
Corrugated Shelf Extender 

- . . details of Container Corp.'s shelf ex- 
tender made of corrugated board, which 
holds up to 35 lbs. of merchandise. (Page 67) 


326/Circle on Readers’ Service Card 
Photorite Offset Plates 

.-. details of Davidson Corp.’s new line of 
pre-sensitized photo offset plates, made of 


special paper and not requiring whirler, 
darkroom or sink. (Page 74) 


327/Circle on Readers’ Service Card 

Charles Laughton Series 

- « « folder describes new tv film series 

which includes 26 quarter-hour programs 

featuring readings by Charles Laughton. 
(Page 78) 


328/Circle on Readers’ Service Card 
Magic Match Color Card 

- a 7%x7%” color card covering its 
complete line is offered by Naz-Dar Co. 
along with a detailed explanation of how 
the 5,500 colors are best used. (Page 89) 


329/Circle on Readers’ Service Card 
Dealer Identification 

. - . folder reports on results of surveys by 
Neon Products among dealers who have 
used plastic identification signs for national 
products. (Page 93) 


330/Circle on Readers’ Service Card 
Pennants, Banners, Bunting 

+ + « portfolio includes punched sheets de- 
scribing line of pennants, bariners, bunting, 
display letters and other outdoor display 
material by Pratt Poster Co. (Page 94) 


331/Circle on Readers’ Service Card 
Synthetic Gold Decals 

- samples and information on Meyer- 
cord’s new synthetic gold decals for truck 
and fleet cards. (Page 94) 


332/Circle on Readers’ Service Card 
Visomatic Presentations 
.-- folder describes Visomatic, new type of 
motion card presentation with simple con- 
trols on back of card which make it possible 
for operator to change numbers, words, 
symbols while watching audience. 

(Page 98) 
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Sam Gold 


the man who plays 


SANTA CLAUS | 
369 days in the year' 


f 
\ 


Millions of kids have been made happy and scores of 
sales records have been broken by the hundreds of child-appeal 
premiums created by Sam Gold. 


As a specialist in child-appeal premium promotions, he will gladly 
work with you and your agency in the creation of an original 
and exclusive premium that will have every kid in town 
teasing mother to buy your product. As examples of his 
ability and ingenuity, a few of the many successful 

premiums he has produced are shown here. 


R.R. EMBLEMS AND FUN BOOK 


A combination of colorful railroad 
emblems in metal and a 36-page 
(self-liquidating) book of games, 
pictures, facts, ete. Sold tons of 
cereals and made millions of kids 
happy. 


x 
TOY PERISCOPE 


A perennial favorite with 
kids of all ages and both 
sexes. A tested sales maker 
or traffic builder. 


COLORFUL CLOTH DOLLS 
A self-liquidating premium 
that both small fry and 
mothers love. ... Your own 
trade-character or any de- 
sign can be reproduced. 
Comes flat—ready to cut out, 
sew and stuff. Inexpensive!— 
a long lasting advertisement. 


Let him hela you cash in on Kida! 


WRITE — WIRE — or PHONE 


SAM GOLD & ASSOCIATES 


21 WEST ILLINOIS ST. CHICAGO 10, ILLINOIS 
MOHAWK 44-6102 


ACTION PUPPETS 

A toy with universal ap- 
peal and adaptable to all 
kinds of products. Can 
reproduce clowns, ani- 
mals, comics or trade- 
characters as desired. 
Kids love ’em 


PACKAGE WRAP-AROUNDS 


A new Gold creation that 
adds an appealing toy for 
youngsters to any pack- 
aged product. Adaptable 
to either one or two pack- 
ages. Assures wonderful 
shelf display. 


for more details circle 444, page 10) 
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signs. We first learned of it in 
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PRODUCTS, 


. for more details circle 429, page 101 





